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Packard, Clipper 
Leave R&R for — 
D'Arcy Agency — 


{ 

New York, Jan. 5—Last October, 
John J. Nance, president of 
Studebaker-Packard, declared that | 
1956 will be “the year for Stude-| 
baker-Packard to make its move.” | 
This week the company made a| 
different kind of move when it) 
shifted its Packard and & Ryan| 


advertising from Ruthrauff & Ryan 
to D’Arcy Advertising. 

The account changeover, an- 
nounced yesterday, takes $6,000,- 
000 worth of business out of R&R. 
But if Mr. Nance is any prophet, 
the account will be worth consider- 
ably more to D’Arcy, which takes 
over April 1. In the same October 
speech, Mr. Nance said Packards 


| 
| 
| 


crease in advertising money this 
year. That would come to about| 
$7,800,000. 


Thank You... 


making it possible ! 


\ 


They taste so.good ! 


Best proteins 
vou ever tasted! 


o> The werd fort 


GOLDEN JUBILEE—This color spread in the Feb. 6 Life will kick off 

Planters peanuts’ Golden Jubilee campaign in 1956. The ad points 

out that peanuts make good protein food during Lent. The coupon 
offers a new cookbook for 10¢. (Story on Page 8.) 


Publishers Assn. of N.Y. Agrees to Abide 
and Clippers will get a 30% in- by Court Decision in Ad Anti-Trust Suit 


New York, Jan. 4—The Pub- 


also be dismissed. If a judgment 


llishers Assn. of New York City, ‘s returned against ANPA, the Pub- 


jone of six defendants in the/lishers Assn. will accept this judg- 
® Ruthrauff & Ryan has been on/|federal government’s advertising| ment, with the provision that it 


the account 15 months (including 
the time to March 31.) It snagged 
Packard from Maxon at that time, 
after losing Dodge to Grant Adver- 
tising in 1952. R&R had been the 
Dodge agency for 18 years. Maxon | 
acquired Packard four years ago 
last month from Young & Rubicam, | 
which had the car for the preced- 
ing 19 years. 

This wasn’t wholly a blissful 
week for D’Arcy, which dropped 
Bayuk Cigars, a Philadelphia | 
client, to a Philadelphia agency, Al | 

(Continued on Page 81) 


anti-trust suit, has dropped out 


| will have 30 days to ask for modi- 


of active contention, agreeing to| fications. 


abide by whatever decision the 
court makes on the American 
Newspaper Publishers Assn. 

In a stipulation signed here to- 
day by Federal Judge Alexander 
Bicks, the association and the gov- 


'ernment agreed that the New York 


City group would not have to be 
represented in the further litiga- 
tion of the suit. 

In the event the charges against 
ANPA are dismissed, the charges 
against the Publishers Assn. will 


Benson Denies Food Processing Cost 
Margins, Profits Are Out of Line 


WASHINGTON, Jan. 3—In a spe-| 
cial report on “Marketing Costs for | 
Food,” the Department of Agricul- | 
ture said today that increased prof- | 
its of processors, wholesalers and 
distributors since 1945 are due pri- 
marily to the 40% increase in the 
volume of food sales handled by 
these firms. 

The report was issued less than 
three weeks after Agriculture Sec- 


Chevrolet Tops 
Ford ‘55 Output 
by 65,504 Units 


Detroit, Jan. 5—Chevrolet won 
the torrid production race against 
Ford again in 1955, according to 
figures released by the two largest 
producers of cars. 

Chevrolet turned out 1,830,028 
passenger cars for the year while 
Ford was rolling 1,764,524 off as- 
sembly lines. Last year Chevrolet’s 
supremacy was challenged by 


Ford, which asserted it had regis- 
tered more cars than had Chevrolet 
and therefore was the rightful 
leader. This year there seems little 
chance for doubt, although the is- 
sue may not be finally settled 
(Continued on Page 81) 


retary Ezra Taft Benson an- 
nounced, after a conference with 
President Eisenhower, that the 
department feels retail food prices 
as a whole fail to reflect the de- 
cline in farm prices of foods during 
the past year. 

After the Presidential confer- 
ence Secretary Benson said the 
administration expects to step up 
studies of marketing margins and 
farm preduction costs. “We are 
agreed that we must determine 
whether prices paid by consumers 
contain improper or excessive mar- 
keting charges and profits,” he said 
at that time. 

The special printed and fully 
illustrated report issued today 
points out that the farmer’s share 
of the retail food dollar dropped 
from a record high of 53% in 1945 
to 41% in 1955. It points out, how- 
ever, that the farmer’s share had 
been 40% in 1940, before the war- 
time influences set in. 


® While there was a 100% increase 
in prices farmers received during 
World War II, marketing costs, 
which were subject to price and 
wage controls, increased only 
12%%. 

“The marketing margin and 
farm value now are in about the 
same relationship as just before 
World War II,” the report said. 
“The total increase in each series 


(Continued on Page 81) 


= The stipulation may be altered 
by any new actions, such as nego- 
tiations toward a consent decree 
or an amended complaint. 

In presenting this stipulation 
with the government, the Publish- 
ers Assn. avers that “since on or 
about July 1, 1954,” it has not 
been engaged in any of the activ- 
ities alleged as illegal in the gov- 
ernment complaint. 

This refers to the date on which 
the New York City group dropped 
its agency recognition system and 
began referring agency applicants 
to the ANPA for credit standing. 
This step was taken after the Jus- 
tice Department started to investi- 
gate the files of the six defendants, 
in preparation of the suit. The 
stipulation reveals that the Pub- 
lishers Assn. scrapped its recog- 
nition system at that time “be- 
cause of questions then arising as 
to the legality of some of said 
activities under the Sherman Act.” 


@ The Publishers Assn. represents 
this new move as an economy- 
saving one for the court and its 
members. All of the member pa- 
pers of the New York City group 
are also members of the ANPA. 
The government suit, filed last 
(Continued on Page 8) 


After Elation, an $8,000,000 Headache... 


Eniry of ITU's 
Randolph Cheers 
Strike-Hit Detroit 


Detroit, Jan. 6—A wave of op- 
timism swept the Detroit news-| 
paper strike scene Thursday night, 
when Woodruff Randolph, presi- | 
dent of the International Typo-| 
graphical Union, entered the talks | 
for the first time. 

At the end of Mr. Randolph’s 
first meeting with publishers, both 
sides announced considerable prog- 
ress had been made. They would 
not elaborate. 

Mr. Randolph’s entrance into 
the talks was regarded as indi- 
cating a top level union decision 
on the printers’ demand for 
jurisdiction over photo-typesetting 
processes. Local union officials had 
said they were bound by conven- 
tion mandate to sign no contract 
that did not give them jurisdiction 
in the disputed field. 


s The city has been without its 
three metropolitan daily papers 
since Dec. 1, when a walkout by 
116 stereotypers shut down the 
Detroit Times, Detroit Free Press 
and the Detroit News. 

Following the strike mailers and 
printers also struck. It has been the 
printers’ demand for jurisdiction 

(Continued on Page 4) 


Anacin Account Moves 
from B-B-T to Ted Bates 


New York, Jan. 5—Whitehall 
Pharmacal Co. yesterday moved 
the bulk of an $8,000,000 account, 
comprising Anacin, Preparation H 
and a number of other products, 
out of the Biow-Beirn-Toigo med- 
icine chest and slipped the major 
part of the packet to Ted Bates & 
Co., effective April 1. 

Thus will end a relationship 
which started about six years ago, 
when the entire account amounted 
to only several hundred thousand 
dollars. Since then billing has in- 
creased on individual products, 
and several others have been in- 
troduced and tested by Biow, to 
the point where the Whitehall ac- 
count reportedly is approaching a 
billing rate of nearly $8,000,000 
for some eight or nine products. 

It is by far the largest segment 
of the American Home Products 
Corp. division, whose more than a 
score of products now are divided 
among eight agencies. 


s There was little amplification 
forthcoming on the switch, either 
from Whitehall or the new agen- 
cy. But there was some speculation 
that Kenneth Beirn, former B-B-T 
president—who was_ associated 
with the account when it was at 
Dancer-Fitzgerald-Sample, and 
who has been a kingpin in its han- 
dling at Biow—might find himself 
in the Bates shop when he finally 
decides on his next location. Mr. 
Beirn himself declined to say 
whether or not he is considering 
such a step. 

Some observers thought it was 

(Continued on Page 85) 


TorRONTO, Jan. 6—The role of the | 
discount house and the chain store 
held top position in the annual 
seminar conducted at the Univer- 
sity of Toronto by the Toronto 
chapter of the American Marketing 
Assn. 

On the discount house front: 

1. A consumer representative 
said she thought discount houses 


Last Minute News Flashes 


It's Either Foote, Cone or Leo Burnett for Ford 
DEARBORN, Micu., Jan. 6—Ford Motor Co. has narrowed to two the 


agencies it is considering to handle advertising for the new car it plans 
to market, AA learned today. The two agencies, both headquartered 
in Chicago, are Foote, Cone & Belding and Leo Burnett Co. Although 
no date for. the final selection has been set, it is believed to be 
imminent. The company invited some 12 agencies to bid on the account 
about three months ago (AA, Oct. 17). 


Y&R Gets Export Account for 3 Lorillard Brands 


New York, Jan. 6—P. Lorillard4 Co. maker of Old Gold, Embassy 
and Kent cigarets, has appointed Young & Rubicam as its export agen- 
cy, effective Jan. 31. National Export Advertising Service is the pre- 
vious agency. Y&R handles the Kent account in the U.S. 


Hoyt Will Get Seamless Rubber from Donahue & Coe 


New York, Jan. 6—Seamless Rubber Co., New Haven, manufacturer 
of athletic, drug and surgical rubber products, industrial tape and sur- 
gical dressings, will move its advertising account from Donahue & 
Coe to Chas. W. Hoyt Co. April 1. 


(Additional News Flashes on Page 85) 


Discount Houses and Chain Stores 
Hold Spotlight at Toronto Seminar 


and chain stores performed a val- 
uable service to the consumer. 

2. An editor said discount houses 
in the U.S. have proved to be more 
helpful than harmful, and besides 
discounters are becoming more like 
traditional merchants. 

3. An appliance store owner said 
that so far as he knew there were 
no discount houses in Toronto, or 
perhaps in Canada, and then went 
on to tell convincingly how he had 
harnessed selling and advertising 
to build a major retail outlet. 


@ Mrs. H. E. Vautelet, national 
president of the Canadian Assn. of 
Consumers, remarked that discount 
houses have usually appealed first 
to the man of the household, and 
later to his wife. She reported that 
discount houses seemed to her to 
be a logical result of restraint of 
trade methods, and she predicted 
they would win consumer approval 
so long as their wares stand up in 
quality to those of more expensive 
establishments. 

Mrs. Vautelet also recalled that 
in the debates on requests for leg- 
islation against loss leaders before 
the Restrictive Trade Practices 
Commission last year, instance 
after instance was produced to 

(Continued on Page 84) 
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Crosley, Bendix 
Sets $6,000,000 
3-Month Drive 


CINCINNATI, Jan. 5—Crosley and 
Bendix home appliances will re- 
ceive a $6,000,000 magazine and 
tv promotion in the first quarter 
of 1956. 

Ads will run every week in Life 
and the division of Avco Mfg. Co. 
will co-sponsor the new Sunday 
night tv show, “NBC Comedy 
Hour.” 

Besides running in Life, ads will 
appear in American Home, Better 
Homes & Gardens, Good House- 
keeping, Household, McCall’s, Par- 
ents’ Magazine, Small Homes 
Guide and Woman’s Home Com- 
panion, 


s Local promotions have been set 
in 10 separate areas, with each 
area having its own target date 
and concentrating on specific mer- 
chandise. 

Special tie-in advertising and 
promotion campaigns will be con- 
ducted with the American Gas 
Assn., Colgate-Palmolive, Pills- 
bury Mills and Procter & Gamble. 

Earle Ludgin & Co., Chicago, is 
the agency for Bendix and Crosley 
appliances, and Compton Advertis- 
ing, Cincinnati, handles Crosley 
radio and television. 


Bearded ‘Envoy’ 
Is New Symbol in 
Samovar Vodka Ads 


New York, Jan. 3—Brandy Dis- 
tillers Co., an affiliate of Schenley 
Distillers Co., has launched the 
largest advertising campaign in its 
history for Samovar vodka to in- 
troduce a new symbol of the brand 
—a bearded “ambassador” in white 
tie and tails. 

The schedule calls for ads to run 
two to three times a week through- 
out 1956 in 120 newspapers in 30 
states, augmented by frequent in- 
sertions in Life and The New 
Yorker, a business paper program, 
outdoor posters in key cities and 
extensive use of a variety of point 
of sale material. 

The campaign will accelerate 
toward a peak in the spring and 
summer months, when consumers 
are particularly conscious of 
drinks made with vodka, Sanford 
B. Rose, advertising and sales pro- 
motion manager, explained. 

The ads will focus attention on 
both the new symbol and the dis- 
tinctive design of the Samovar 


bottle. 
Norman, Craig & Kummel is} 
the agency. 


Ads Can Double 
Restaurant Volume 
by ‘75, Says Nejelski 


New York, Jan. 3—Sound ad- 
vertising can build today’s $16 bil- 
lion restaurant industry into a $35 


billion business by 1975, according | 
to Leo Nejelski, president of the) 
management counseling firm of | 
| Nejelski & Co., and exec v.p. of the 


Institutional Food Manufacturers 
of America. 

In an article in the January is- 
sue of Restaurant Management, 
Mr. Nejelski maintains that “be- 
tween wanting to increase volume 
and actually doing it there is a gap 
that can be bridged only by adver- 
tising and sales promotion.” He 
acknowledges that many operators 
“become discouraged when they 
get cost estimates” of advertising 
media, but he advises: “The 
soundest way to approach adver- 
tising is first to single out the 
media that can help you. 

“Then test the size and frequen- 
cy of insertions, plus the copy ap- 
peals that put across your house 
specialties or your atmosphere, or 
that create magnets to draw cus- 
tomers in and bring them back,” 
he urges. 


s Mr. Nejelski forecasts that in 
1956 food manufacturers will step 
up their advertising programs to 
cooperate with the restaurant in- 
dustry in promoting the habit of 
eating out. 

“However,” he says, “restaurant 
operators must realize that such 
cooperation will continue only if 
the restaurant industry responds 
by (1) taking advantage of this 
advertising and promotion, and 
(2) promoting the manufacturers’ 
products and brands. 

“The restaurant industry is 
sorely in need of some basic stud- 
ies of eating out. 

“Nobody knows why people eat 
away from home or under what 
circumstances. Neither does any- 
one know what motivations influ- 
ence decisions to take the family 
out. With this kind of knowledge, 
it would become relatively easier 
to promote eating out, at the low- 
est cost.” 


Hakimian Elected President 

Charles Hakimian has been ap- 
pointed president of Norge Chicago 
Corp., distributor of Norge appli- 
ances in 21 Illinois and Indiana 
counties. Mr. Hakimian has been 
general sales manager of Philco 
Distributors, Chicago division, for 
the past three years. 


Cudahy to Bozell & Jacobs 

Cudahy Packing Co., Omaha, 
has appointed Bozell & Jacobs, 
Omaha, to handle its advertising. 
Weiss & Geller, Chicago, is the pre- 
vious agency. 


Lomago 


Giles Treon 


COFFEE TIME—Retiring v.p. Ernest T. Giles, of Ketchum, MacLeod & 
Grove, Pittsburgh, shows one of his farewell gifts to Ann Lomago 
and Harriet Treon. At 65, Mr. Giles is winding up a KM&G career 


that began in December, 1925. 


a hianiliaal ‘ 
ig, 


MME. U.S.—The 1956 “Mrs. America” contest gets its start with an 
official entry blank in the January issue of Better Living, one of 


the sponsors of the contest. Better 


test with more than 20,000 22x32”, full-color posters in super- 
markets that sell the magazine. Other sponsors include American 
Gas Assn. and DeSoto division, Chrysler Corp. 


ae * ORR TT age — 7 
s | 


Living plans to promote the con- 


Business Paper Success Story... 


Climax Molybdenum Ads Reveal 
the Metal Is Also a Useful Chemical 


New York, Jan. 3—Climax 
Molybdenum Co., which produces 
approximately 70% of the free 
world’s supply of molybdenum, has 
made effective use of advertising 
to promote its product—a metal— 
in a new range of uses based on its 
properties as a chemical. 

Molybdenum, a whitish maaan! 


. Chiefly responsible for the ad- 


has for years been known as a use- 
ful hardening agent in steelmaking 
and in other metallurgical proc-| 
esses, but in the past two years 
Climax has been multiplying its 
markets by pointing out to new) 
groups of possible users its poten- 
tialities in a number of chemical 
fields. 


|vertising program through which 


Ask U.S. Showing 
|industry has been advised of new | 
j}uses for molybdenum have been 


of British Films, 
Gordon Weller, ad manager of 


Rank’‘s Ad Urges | 


New York, Jan. 4—The J. Ar-| 
thur Rank Organization, British | 
film producer, took a page in to- | 
day’s New York Times to urge} 
American movie goers to demand 
local showing of British movies. 

The ad featured stills from four | 
English films—“The Cruel Sea,” 
“Simba,” “Genevieve” and “The| 
Purple Plain”—over the headline: 
“Four Famous British Movies Mil- 
lions of Americans Will Never See.” | 

Copy pointed out that British | 
movies play to large audiences in| 
countries all over the world, but 
in the U. S. they are “always 
shown in small ‘art theatres’ in a 
few big cities, where they are seen 
by limited audiences.” 

The Rank ad said: “We are sure 
we can do the same here in the 
U. S. You, the movie goer, must 
decide if we are to have that 
chance by telling your local exhib- 
itor that you want to see the best 
in British movies at your own local 
cinema.” 


s The ad rejected the view that 
American audiences cannot under- 
stand the English accent, pointing 
out that every big U. S. film pro- 
ducer “uses British stars or those 
who got their start in Britain.” 

The British film industry has 
been bitter for many years over 
the restricted showing of its movies 
in this country. The Rank films 
now are distributed here by four 
American companies—United Art- 
ists, Republic, Universal-Interna- 
tional and Continental Distribut- 
ing. 

These companies now also han- 
dle the exploitation of these mov- 
ies. Rank formerly handled this 
promotion through Monroe Green- 
thal Co. 

Today’s ad was prepared in and 
placed through London, and the 
Rank office here could not say 
whether it would run elsewhere. 
The ad ran in a special Times sec- 


CLIMAK MOLYBDENUM 


MULTIPLE CHOICE—An eloquent illus- 
tration and three specific examples 
of reactions in which moly is a 
catalyst make up this Climax 
Molybdenum ad. 


Climax; Dr. Charles Kline, head 
of its chemical division, and Win- 
sor Watson Jr., G. M. Basford Co. 
account executive. 

Though moly (as for obvious) 
reasons molybdenum is generally | 
known) is relatively scarce, its 
scarcity has not impaired its uses 
in metallurgy, for the alloys in 
which it is employed don’t require 
much of it. Half of 1% is the quan- 
tity used in hardening steel, for 
example. 
= Not as expensive as some rare 
minerals, pure molybdenum is 
still worth about $6 a pound, 
though the compounds in which it 
is usually found cost less—about 
$1 per pound. 

The employment of moly in the 
chemical field dates back to a 
seven-month survey Climax made 
in 1952. It indicated that moly of- 


tion devoted to international trade. 


(Continued on Page 87) 


Advertising Age, January 9, 1956 


Nielsen Waits for 
Orders to Launch 
Radio-TV Set Count 


Cuicaco, Jan. 4—A. C. Nielsen 
Co., which last summer found the 


‘advertising business greatly in 
| favor of another radio-tv coverage 


survey, is now asking it to put its 
money where its mouth was. 
Nielsen’s own phrasing was less 
inelegant. “We are now in a con- 
certed drive to obtain concrete or- 
ders from stations, advertisers and 
agencies to back up what we un- 
derstood from our survey last June 
to be a definite need in the indus- 
try,” E. P. H. James, v.p. and as- 
sistant to the president, told AA. 
The point remained, however, 
that Nielsen will not actually 
schedule its Nielsen Coverage 
Service #2—first announced last 
fall (AA, Oct. 17)—until it sees 
how well the advance subscrip- 
tions are rolling in. The company 
figures it will know by Jan. 16, the 
deadline it set for advance (dis- 
count-earning) subscriptions. 


= Two weeks ago, Nielsen kicked 
off its campaign by sending con- 
tract blanks and a brochure to 5,- 
000 executives of stations, reps, 
agencies, advertisers and networks. 
Already it has received a number 
of orders from stations across the 
country—though according to Mr. 
James “it’s too early to say wheth- 
er it’s a good response or not.” 
As first announced, the new 
study of radio and tv set owner- 
ship and station coverage was to 
be started early this year. That still 


| stands, except that a slow advance 


sale of subscriptions might cause 
the survey to be delayed some- 
what. 

As Nielsen sees it, this would be 
awkward for both research com- 
pany and clients, since timing is 
important. A prime Nielsen goal 
in the million-dollar project is to 
have the survey results in the 
hands of subscribers in time for 
next winter’s spot and program 
buying. This requires getting the 
field measurements started by 
March 1. 


® Also: As Mr. James pointed out, 
people in the advertising business 
will want their figures to cover 
“standard” viewing and listening 
months. This suggests March and 
April, not the following summer 
hiatus period. 

The first Nielsen Coverage Serv- 
ice survey in 1951 wound up with 
more than 300 subscribers. This 
time, with more radio stations and 
four times as many tv stations, 
Nielsen hopes for considerably 
more. 


‘Jobber Product’ Predicts 
Good Year in 1956 

Jobber Product News, published 
by Stanley Publications, Chicago, 
has released its forecast: “1956 
Sales Volume to Top 1955 in Auto- 
motive After-Market,” a four-page 
brochure. Included in the forecast 
are the following data: replace- 
ment parts sales up 4.6%, acces- 
sories and supplies up 3.9%, tools 
and equipment up 4.1%, automo- 
tive chemical sales up 3.2%, re- 
finishing materials up 3.9%. 

Copies of the brochure may be 
obtained from Stanley Publica- 
tions, 22 W. Madison St., Chicago. 


Stratton Furniture Sets Drive 
Stratton Furniture Co., Hagers- 
town, Md., has planned a 1956 


|advertising campaign that will 


include trade and consumer adver- 
tising, direct mail promotion, deal- 
er aids and point of purchase dis- 
plays. Full and half-page ads have 
been scheduled in Furniture Re- 
tailer, Furniture South, Guide for 
the Bride, House Beautiful, Living 
for Young Homemakers and Na- 
tional Furniture Review. Alfred 


Auerbach Associates, New York, is ; 


| the agency. 
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‘Medic’ Launched 
Saran; Now Dow 
Eyes Other Media 


New York, Jan. 3—How Saran 
captured 12% of the national 
wrapping material market in two 
years was reported last week at 
the winter conference of the Amer- 
ican Marketing Assn. 

Parker Frisselle, market research 
manager, Dow Chemical Co., Mid- 
land, Mich., gave a step-by-step 
report, crediting television—par- 
ticularly NBC’s “Medic”—for much 
of the marketing success. 

Saran wrap, a transparent plas- 
tic film, actually is 15 years old. 
Formerly its main use was protect- 
ing guns from moisture. It was not 
until 1948 that research chemists 
developed an odorless, non-oily 
version for household use. 

Dow appointed a distributor to 
handle its bulk Saran production, 
but Mr. Frisselle related that al- 
though this agent had enthusiasm, 


he lacked the financial wherewith- | 


al for a major promotional cam- 
paign. So, in the summer of 1952, 
Dow decided to handle the national 
introduction itself, just as many 
other basic suppliers today are 
putting up the money to back end 
products. 


8 This was Dow’s first major 
venture in the consumer field, and 
its agency, MacManus, 


John &| 


Stock up and save when your grocer 


. HEINZ TV 


features 


STAR VALU ES 


a3 


MID-WINTER SALE—This H. J. Heinz Co. four-color spread will appear 
in the Jan. 30 issue of Life in support of its annual mid-winter 


sales-merchandising program, 


“TV Star Values.” Included in the 


campaign will be point of sale materials and spots on Heinz tv 


shows, “Studio 57” and “Captain 


Gallant of the Foreign Legion.” 


Mazon Inc., Detroit, is the agency. 


Adams, had never previously pro- 
moted a product through food 
channels. 

Dow’s first step was test market- | 
ing in Toledo, Columbus and Cin- 
cinnati. The tests ran for more 
than a year and produced answers 
to such questions as: Does the con- | 
sumer want such a product? How | 
will it be used? What kind of ad- 
vertising should be used? 

More than 1,000 uses were sug- 
gested. The eight principal ones, 
in order of importance, were cov- 
ering bowls and other containers 


\for refrigerators, use in freezer 


compartments, wrapping cheese, 
use in the home freezer, wrapping 
of sandwiches or lunches, silver- 
ware, pastry and clothes. 

Mr. Frisselle said that after these 
preliminary tests the company 


‘continued to make market surveys. 


Some 14,000 consumers have been 
reached so far, and Dow has spent 
$250,000 in market research alone. 


= Armed with these data, Dow be- 
gan its promotion operation. The 
(Continued on Page 6) 


Fair Trade Weather Forecast: Unsetiled ... 


Appliance Field Has Busy Week 


Toastmaster Cuts 
Toaster Price 10% 
to Compete With GE 


Eterm, Ill., Jan. 3—In the wake 
of price slashes on appliances by 
two other major manufacturers, 
the Toastmaster products division 
of McGraw Electric Co. today an- 
nounced a 10% decrease in the 
price of its largest selling toaster. 

Last week, General Electric 


pared its small appliances retail | 
The | 
Frigidaire division of General Mo- ed Government Employees Dis- 


prices by as much as 30%. 


tors also cut prices on eight of 17 | 
refrigerators by from 4% to 15% 
(AA, Jan. 2). 


W. E. O’Brien, Toastmaster VP. | 
ordered to open its books for in- 


said the comparty’s lowest priced 
automatic toaster will be reduced 
in price from $19.95 to $17.95, ef- 
fective today. No other model 
in the company’s line is affected, 
he said. 

“Quick, positive action was 
needed to counteract concern 
among the trade when another ap- 
pliance manufacturer recently re- 
duced prices on its entire line,” 
Mr. O’Brien said. “Our move gives 
Toastmaster wholesalers and re- 
tailers a high volume promotional 
model to meet competition without 
sacrificing profits on the entire 
line.” 

Mr. O’Brien also said that an 
across-the-board price reduction 
was “impossible.” 


GE RADIOS WILL 
BE FAIR TRADED 

BRIDGEPORT, CONN., Jan. 3—A 
new GE program to fair trade its 
line of radios goes into effect to- 
day. It is believed that the GE 
radio line is the only one mer- 
chandised under fair trade prac- 
tices. 

The company also announced 
that the distribution structure and 
price setup for the radio line is 
still under study; results of the 
study will not be known for sev- 
eral months. No major changes in 
distribution are anticipated. 


‘California Supreme 


| count house, the supreme court 
upheld a 


Court Upholds Fair 
Trade in 3 Rulings 


San Francisco, Jan. 3—The Cal- 
ifornia fair trade act has been up- 
held in three majority decisions 
by the state supreme court. 

The court rulings were made in 
cases brought by General Electric 
Co. and Scovill Mfg. Co. to prevent 
retail sales of their appliances at 
below list prices. 

In asuit by GE against Affiliat- 


tributing Co., a West Coast dis- 


lower court decision 
which held that GE could not be 


spection by the defendant. 

“To require a manufacturer to 
produce his costs of doing busi- 
ness (thereby opening to his com- 
petitors one of the closest guarded 
secrets of a manufacturer) upon 
a general charge that its profits 

(Continued on Page 83) 


GE Reorganizes 
Distribution Setup; 


Integrates 3 Units 


ScHENECTADY, Jan. 3—The three 
distributing organizations of Gen- 
eral Electric Co. have been inte- 
grated into the parent company. 

The General Electric Supply Co., 
the Hotpoint Appliance Co. and 
the General Electric Appliances 
Co.—components of General Elec- 
tric Distributing Corp., a separate 
wholly owned corporation—now 
will become integral parts of GE. 
General Electric Distributing Corp. 
has been liquidated under the re- 
organization. 

The GE Supply Co. will become 
a division of the company’s dis- 
tribution group. GE Appliance Co. 
will become a department of the 
appliance and tv receiver division. 
Hotpoint Appliance Sales Co. will 
become a department of the GE 
Supply Co. division. 

GE product departments which 

(Continued on Page 82) 


Cuicaco, Jan. 5—As the Ameri- 
can Furniture Mart and the Mer- 
chandise Mart finished tidying up 
for the January market which 
opens Jan. 9, D. L. Kroehler, pres- 
ident of Kroehler Mfg. Co., issued 
a statement which should get the 
market off to a cheery start. 

He foresaw further gains for 
the furniture industry in 1956, 
exceeding the 15% volume in- 
crease achieved by the industry in 
55. In a year-end analysis of 
business prospects he estimated 
that the industry’s sales last year 
amounted to $3,754,750,000. 

Kroehler’s own sales in ’55 are 
expected to surpass $75,000,000, a 
gain of 21%, Mr. Kroehler in- 
dicated. And in its program 


Buffalo Colorpress 
Dissolves; Operation 


Is ‘Uneconomical’ 


BuFFALO, Jan. 4—Buffalo Color- 
press, which publishes color com- 
ics supplements for about 75 news- 
papers, is going out of business. 

President Leon E. Herman said 
the plant will be closed and the 
corporation dissolved. The closing 
of the operation will affect about 
100 employes. 

At one time a department of the 
old Buffalo Times, Buffalo Color- 
press is now owned by NEA Serv- 
ice, a newspaper feature syndicate 
that is affiliated with the Scripps- 
Howard newspaper chain. 

Mr. Herman is joining Greater 
Buffalo Press as a v.p. 

Earl Anderson, v.p. and general 
manager of Buffalo Colorpress, 
will go to the NEA headquarters 
in Cleveland as business manager. 


® Mr. Herman, with Scripps-How- 
ard and its allied businesses for 
42 years and president of Buffalo 
Colorpress since 1940, said the 
company is going out of business 
because its plant and equipment 
are “slow and out of date.” 

“With our old and slow equip- 
ment it is uneconomical to con- 
tinue to operate,” he said. 

The closing of the operation is 
tentatively set for the latter part 
of January. 


Newspaper Promotes Three 
The Independent and Press-Tel- 
egram, Long Beach, Cal., has ap- 
pointed as advertising manager 
Don L. Nutter, retail advertising 
manager since the merger of the 
two dailies in August, 1952. James 
Duncan, credit manager since 
July, 1954, has been named retail 
advertising manager. Wade Maple- 
thorpe, a member of the national 
advertising department, has been 
promoted to credit manager. 


U. 8S. Time Corp. will celebrate 
its 100th year with two new 


Eee” te Po Page 16 
Canadian Premier Duplessis will 
press newsprint’ control 
WR Rt, op Rpg iee Page 18 


Campbell Soup will feature breasts, 
thighs in Swanson chicken parts 
drives 

Coupon book promotions rate low 
with merchants, Better Business | 
Bureau says 


Motivation research, already over- 
belabored, gets trouncing at 
AMA meeting 

True sounds off on its 20th birth- 
day about woman’s-influence 


advertising as trade advertis- 
ing 
Car production expected to go 
down 5-10% in 1956, Automotive 
Industries says 
Advertiser gets response on his 
ad before it is even pub- 
lished 
Brown & Bigelow’s president tells 
business men to revise ad 
budgets upward 


reminisces on 50 years in the 
business 
Jim Woolf bows to two top food 
copywriters: Washington Irving 
and Mark Twain 60 
Tv flops can’t be revived, Eye & 
Ear Man asserts ......Page 60 


Highlights of This Week’s Issue 


Auto industry this year will find 
if public goes for old “new” 
models: E. B. Weiss ....Page 61 

Cheesecake spread all over 
sheet of newsprint is tasty 
dish 

Alcoa Wrap is introduced as succes- 
sor to Wear-Ever Wrap Page 70 


REGULAR FEATURES 
Advertising Market Place ..0.00.00.0...ccccoue 86 
Along Media Path 718 


eoredecceee Page 28 Closed-circuit tv net to feed out- | Coming EES 


| Looking at Radio & TV .o.......ccccssssecsssesessed 60 | * 


| Leoking at Retail Ads 
| On the Merchandising Front 


| Photographic ee ee 40 
Production Tips 64 
Reugh Proofs 12 
Salesense in Ads 60 


This Week in Washington ........................... 24 
Voice of the Advertiser .................. 76 
What They're Saying SNS 


Singer Sewing Machine launches | of-way cities tv shows ..Page 56 Editorials = COT IOE oncneecereeesescccnnrnscennscnd = 
$125,000 contest ........ Page 30 Lou Wasey, ad agency pioneer, | Getting P F 32 | 


’ /Ad Pioneering Gave Kroehler 
Advantage—‘Free’ Co-op Support 


KROE if LE R 
DAVE N- 


CONVERTIBLE—This b&w page jor. its 
Daven-O couch-bed was the first 
national page ad ever run by a fur- 
niture manufacturer, says Kroehler 
Mfg. Co., Chicago. The page ran in 
Ladies’ Home Journal in 1919. 
Henri, Hurst & McDonald handles 
the Kroehler account. 


for bettering this record in ’56 
Kroehler Mfg. Co. will rely to a 
high degree on advertising—both 
on its unusual history as a pioneer 
in the ad world and on its concept 
that advertising’s chief role is that 
of a dealer aid. 


s Kroehkler, reportedly the indus- 
try’s sales leader, was its first na- 
tional advertiser. Its first magazine 
page ran in Ladies’ Home Jovrnal 
(Continued on Page 69) 


Communications at 
CBS-TV Dis-United 


New York, Jan. 5—Garry Moore 
apologized to his “I’ve Got a Se- 
cret” (CBS-TV) audience last 
night for the absence of two 
guests. The guests were flown to 
New York from Midwest points, 
but were stacked up over New 
York for four hours because of 
weather. 

“They finally landed at Phila- 
delphia and are now enroute to 
New York by train,” explained 
Mr. Moore. “If either one shows 
up in time we'll bring him on.” 

One of the beleaguered guests 
finally showed with about ten 
seconds of show time remaining. 
He was too late even for an intro- 
duction. 

Home tv screens darkened, then 
a still showed a plug for United 
Airlines with voice-over saying: 
“Our guests were flown to New 
York by United.” 


J. HUGH E. DAVIS, formerly head of 

his own company and before that 

exec. v.p. of Foote, Cone & Belding, 

Chicago, will move to New York 

as a v.p. of Puck—The Comic 
Weekly. 
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Reopens Speakers Bureau | 
The Lanees of Advertising Court Thwarts P ost 


Agencies is reorganizing its speak- Office in Move to 


ers bureau, according to president y 
James B. Zabin. Speakers on a 7 7 
variety of advertising subjects will | Ban Confidential’ 

be available at no charge to rec- WASHINGTON, Jan. 5—Post Of- 
ognized business and civic groups. | fice lawyers have tried unsuccess- 
Requests for speakers may be made | fully to hold up the March issue of 
to Julian Ross at the League of Ad-| Confidential, but they blame their 
vertising Agencies, 220 W. 42nd /| defeat on a legal technicality that 
St., New York. is not likely to recur. 


LOOK WHAT 


A TV FILM SPOT 


with ACTION... 
for almost the same price 


FILMACK STUDIOS 


1323 S. WABASH 341 W. 44th St. 


in the district 


After a round 
jeourt here last fall, Confidential 
|and the postal lawyers worked out 
}an arrangement which resulted in 


clearance of the January issue 
without delay. 
When the department attempted | 
to block the March issue, how-| 
ever, Postal Solicitor Abe Goff) 
found himself in a legal squirrel | 
cage. 
After a preview of the March is- | 
sue, Mr. Goff ruled three weeks 
ago that an article on abortions} 
violated the obscenity statutes. 


® Under a procedure worked out 
nde pa meg FREDERICK J. WACHTER, a v.p. of Er- 
Ne me win, Wasey & Co., has been elec- 
date for an administrative hearing | 
on the mailability of the magazine. | sed wy ieee te of _ 
Then he went to the district court | *97¢"¢Y's Chicago office. Mr. Wach- 
for a temporary injunction author- | '€7: who joined Erwin, Wasey ag 
izing the department to hold up| 1943, was named v.p. and copy di- 
delivery of the magazine. rector in 1951. 
The final event in a sequence of | 
legal moves came today, as Fed- , , ae 
the situation, he ruled the original 
— 4 Joseph Se ee Youngdahl order in the Confiden- 
Witho ‘ jo Sgywors e* co; tial case contained language which 
Hhout passing on the merits O!| dismissed the proceeding, and left 


What’s General Motors 


and Consumers 


got that you don’t want? 


market. 


against national average of $865. 


The BAY CITY TIMES is on more national advertising 
schedules than ever before! Is it on yours? Your Booth man 
will welcome an opportunity to tell you more! 


Call a Booth man today! 


G. M. and Consumers Power are both 
expanding in Bay City. And these are only . 
two growth yardsticks in this important Michigan . 


The Booth-published BAY CITY TIMES is the key to a 
210,000 population retail-trading-zone market . 
living standards far above most cities of comparable size. 
Average food purchases last year totalled $1195 per family, 


the court without any jurisdiction. 


® While the hearing on Confiden- 
tial’s March issue is still sched- 
uled, Mr. Goff said today 150,000 
copies have already been mailed, 
and that the remaining 54,000 will 
probably be mailed before further 
legal action can be taken. 

He expressed disappointment 
that the arrangement worked out 
with Judge Youngdah! had broken 
down in this case. 

“We want to be fair with every- 
one, and give the opportunity for 


Power 


ily entered into the arrangement 
with Confidential and Judge 


language in the judge’s order pre- 
vents the arrangement from work- 
ing.” 


® He told ApDVERTISING AGE that 
recent court decisions are making 
it extremely difficult to enforce 
obscenity laws which operated ef- 
fectively for 50 to 60 years, and 
that a complete review of the sit- 
uation is necessary. 

He believes a plan like that orig- 
inally worked out with Judge 
Youngdahl is fair to everyone in- 
volved. He hopes that in the future 
he can follow that procedure with- 
out running into the legal techni- 
calities which cropped up in court | 
today. . 


a hearing,” he said. “We voluntar- | Pe 
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Entry of ITU's 


Randolph Cheers 
Strike-Hit Detroit 


(Continued from Page 1) 


over photo-typesetting procedures 
that apparently has bogged down 


negotiations. 


® Robert C. Butz, executive secre- 
tary of the Detroit Newspaper 
Publishers Assn., repeatedly has 
charged that this jurisdictional de- 
mand has snarled negotiations. 

Kenneth Hull, president of the 
striking printers, is equally insist- 
ent that the publishers are stalling 
and that nine other issues also are 
unsettled. He says that when the 
other issues are settled the juris- 
dictional dispute can be taken care 
of. 

This has been the situation for 
more than a week. Meanwhile, be- 
tween meetings with the striking 
groups, management has _ been 
meeting with four other unions 
whose contracts have expired. 


® Merchants have flocked to radio 
and television to advertise their 
January white goods sales, but 
they don’t expect as much business 
as they would get if they also had 
newspaper advertising. 

Meanwhile, the Detroit Reporter, 
published by the Detroit Newspa- 
per Guild, continues to serve in 
part the city’s need for a daily pa- 


2 
Its 100,000 daily circulation is 
quickly sold. So far none of the 


Youngdahl. Now it turns out that |larger downtown department stores 


have patronized the Reporter, 
which this week saw its classified 
advertising take two and one-half 
of its eight pages. 

The Reporter is published by 
members of the Free Press and 
Times laid off because of the 
strike. The Detroit News, which 
also operates WWJ and WWJ-TV, 
kept its editorial and business of- 
fice personnel on the payroll. They 
are not members of the guild. 


St. Jules Joins ‘Flow’ 

Ed St. Jules, formerly with The 
Timberman and Western Building, 
has joined Flow, Cleveland, as a 
representative working out of the 
Chicago office. 


with 


HIGHLY TRAIN 


are the key to engraving excellence, 
and we honestly believe that DOT 
men are the finest in the country. 

They are thoroughly familiar with 
the most complex engraving processes 


NEW YORK CHICAGO SAN FRANCISCO DETROIT _. . aware of the printing methods that 
A. H. Kuch Sheldon B. Newman Brice McQuillin Wm. Shurtliff will be used . . . determined to produce 
‘ 110 E. 42nd Street 435.N. Michigan Ave. 785 Market Street 1612 Ford Bldg. not just a “plate,” but an engraving 
o New York 17, N.Y. Chicago 11, Illinois San Francisco 3, Calif. Detroit 26, Michigan 
Oxford 7-1280 Superior 7-4680 Sutter 1-3401 Woodward 1-0972 


BAY CITY TIMES 


A Booth Michigan Newspaper 


GRAND RAPIOS PRESS « FLINT JOURNAL « JACKSON CITIZEN PATRIOT ¢ BAY CITY TIMES 
KALAMAZOO GAZETTE * SAGINAW NEWS * MUSKEGON CHRONICLE « ANN ARBOR NEWS 


ED CRAFTSMEN 


that is precision itself—and produce it 
on-time to meet your schedules. 
Whether it’s a simple line cut, or a 
complicated color job ... if it’s a DOT 
engraving, it’s as close to perfection as 
human skill and pride of workmanship 
can make it. So, next time, call DOT 
ENGRAVERS for complete satisfaction. 
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Our Advertising Director reaches for his ice-pack every time he thinks of 
the 500,000 bonus over 3,000,000 rate base that TV GUIDE has been 
delivering during the past ten weeks. 


It was touch and go last month, when the December 3 issue hit an 
all-time high net sale of 3,686,000. We’ve told him the worst is 
yet to come. He’s prepared for it. 


When he saw the print order for January 7, he ordered a lifetime 
supply of crushed ice. 


America’s Television Magazine... 


National Advertising Office: Advertising Offices in 28 Cities Including: 
400 N. Broad St. NEW YORK CHICAGO DETROIT 
Phila. 1, Pa. 10 Rockefeller Plaza * 6N. Michigan Ave. 76 W. Adame Ave. 


Rittenhouse 6-1600 JUdaon 6-4300 RAndolph 6-9470 WOodward 2-5115 
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KNOWS 


— that’s why they’ve announced nearly 
$52 million worth of plant expansion .. . in 
DAVENPORT! 


FOR THE NINTH CONSECUTIVE 
YEAR — FIRST IN LINEAGE IN ALL 
IOWA AND THE QUAD.-CITIES! 


Represented by Jann & Kelley 


CIRCULATING DAVENPORT, IOWA, ROCK 
ISLAND, MOLINE AND EAST MOLINE, ILL. 
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‘Medic’ Launched 
Saran; Now Dow 
Eyes Other Media 


(Continued from Page 3) 


tests indicated that television was 
“the outstanding means of telling 
people about the product,” Mr. 
Frisselle indicated. 

“IT am not saying that television 
is the outstanding advertising me- 
dium in the U.S. today,” he added. 
“IT am only saying that for our 
particular product and our partic- 
ular problem it was outstanding. 

“This is quite natural in view of 
our problem. Saran wrap is a dif- 
ficult product to explain to some- 
/one who has never seen it before. .. 
| Television is a natural because it 
permits products to be demon- 
strated—to be observed. And it in- 
cludes impact of hearing at the 
same time.” 


8 out of 10 towel shoppers continue to 


Our own long-wearing association with 


N. W. AYER & SON, INC. 


for jaded bathrooms 


Today a lady can change her bathroom’s 


mood as easily as she changes her mind. 


Cannon advertising tells the decorator that 

is dormant in every woman how to have a 
fashion-bright, new bathroom every season with a 
switch of towel colors and styles. Reminds her, 

too, of the wonderful quality of thick, soft, 


thirsty Cannon towels . . . and their pin-money prices. 


Year after year, as independent surveys show, 


express an unchanging preference for Cannon! 


Cannon Mills, Inc., began 35 years ago. 


Philadelphia * New York * Chicago * Detroit 
San Francisco * Hollywood * Boston * Honolulu 


Advertising Age, January 9, 1956 


Mr. Frisselle said Dow decided 
begin at the national level be- 
use “we realized that our best 
advertising medium, television, 
was very expensive on a market- 
by-market basis.” 


| 

® The Saran drive started in 
| the fall of 1953 with participations 
}on three network tv shows—“To- 
|day,” “Show of Shows” and “Kate 
Smith Show.” Dow spent $1,000,000 
in television that season, supple- 
menting this national coverage 
with color ads in This Week Maga- 
zine. 

Mr. Frisselle reported that the 
advertising paid handsome divid- 
ends in a very short time, “virtual- 
ly forcing distribution by creating 
;consumer demand.” Commodity 
distribution for the product jumped 
|70% within five months after the 
start of national advertising. 

This quick success convinced 
Dow to shift in 1954 to major spon- 
sorship of a nighttime tv show. The 
company found, however, that 
“nothing with any rating at all was 
| available.” It had to gamble on 
| “Medic,” which NBC was insert- 
ing in the dead spot opposite “I 
Love Lucy.” 

“But don’t think we weren't 
seared,” said Mr. Frisselle. “Those 
/of us who had seen the pilot show 
_and had in mind one of the old ad- 
vertising cliches—that the average 
viewer has the mind of a 12-year- 
old child—were very worried about 
public reaction to the show. 


to 
| ca 


® “We were particularly worried 
about children viewing with adults 
—_ medical problems as Caesari- 
|an operations and unwed mothers 
|. . . So we set up a very elaborate 
‘ear to the ground’ system which 
would enable us to get off the air 
as sponsors very fast if public re- 
action to the show was adverse. 

“We hired Trendex for special 
‘audits which would be delivered to 
us by 10 a.m. the morning after the 
show. We hired Nielsen for his in- 
dex. And we set up an elaborate 
|system of funneling all communi- 
cations—whether by wire, phone 
or letter, received by NBC, Dow or 
| the Los Angeles Medical Assn.—to 
“one point for immediate analysis. 
| “So we put a couple of million 
| dollars on the line, lit the fuse and 
|stepped back, holding our breath, 
| with our fingers in our ears. 

“It was a great moment to us all, 
the morning after the first broad- 
cast (the Caesarian operation), 
when the evidence rapidly began 
to accumulate that the show was 
well received by more than 95% of 
the people who viewed it—with or 
without children. 


s “Numerous subsequent studies 
have shown that ‘Medic’ is liked 
| by 95% of the people who view it, 
| tuned out by 3% of the people who 
'see it because they prefer other 
types of entertainment and tuned 
out by only 2% of the people who 
see it because they are bothered by 
the subject or the presentation.” 

In short, “Medic” did a “wonder- 
ful job” for Saran. The wrap now 
is selling at the rate of 47,000,000 
rolls a year, and Dow looks for- 
| ward to a volume of 90,000,000. 

Despite these happy results, Dow 
'is dropping sponsorship of “Medic” 
this month. 

“We are leaving it,” said Mr. 
Frisselle, “because we feel that our 
job of gaining national recognition 
for our new product has been ac- 
complished and that to consolidate 
this position we should spend less 
money in one place and scatter our 
advertising funds through Class B 
television, magazines and other 
| media.” 


Tye Joins Quictrez 

John J. Tye has been named 
merchandising manager of Quic- 
frez Inc., Fond du Lav, Wis., man- 
ufacturer of refrigerators and 
home freezers. Mr. Tye was for- 
merly sales manager of Kiekhae- 
'fer Corp. 
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REMARKABLE 


ROCKFORD 
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EXPANSION.... 


in all directions in this No. 2 market of 
Illinois IS really remarkable! News of another great new Rockford industrial plant 
appears at left as announced in the Rockford Register-Republic on December 8. The 

ational Lock Co., already one of Rockford’s largest manufacturers of screw products 
and hardware, starts construction of a new plant costing more than $5 million next 
spring. It will be the largest one-story building ever erected in a city of this size and 
will cover an area of six city blocks. National Lock will continue to operate its two 
other giant plants here. 


Other industrial plants and shopping centers currently under construction are shown 
at left. These are only a part of the more than $25 million in Rockford’s expanded 
manufacturing and retailing areas this year. 


Residential construction consequently is far ahead of all previous years. The resulting 
growth in retail sales is being felt. As measured by a local auditing firm, department 
store sales in recent weeks are showing an average of 12% gain over corresponding 
weeks of 1954. 


B | G rs plans are being made in Rockford by both retailers and manufac- 
turers since the future of this 2nd city in Illinois is crystal clear. Annual retail sales in 
the city are already a quarter of a billion dollars annually. 


You, too, can take advantage of the extraordinary potential in Rockford. Advertise 
your product or service in the Rockford Morning Star and Register-Republic for 
complete coverage in the remarkably rich 13-county trading area of northern Iilinois 
and southern Wisconsin. These progressive home-owned newspapers can point to 
tremendous successes for their advertisers. 


Full-color press facilities to further aid in moving goods are now available to you. 


.. no doubt about it, this is the “hottest city in America today’’... everyone says 
so... Really... REMARKABLE is the word for Rockford. 


Sears Retail Outlet Under Construction. 


7 Rare s2 9 — 3 


sj : _ aru tts MS). 


ABC City Zone 134,488 ABC Retail Area 441,222 
And GROWING! 


\MEMBERA ‘“‘Best Test City in the Midwest’’ 


on i Chicle C 
in Rockford. 


ROCKFORD MORNING STAR 


‘ 


Rockford Register-Republic. 
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| $4 million Shopping Area Including be i a a , ; MA 
New Goldblatt Store. | tty x MA 
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VHF-UHF Question 
Plagues FCC as TV 
Net Study Starts 


WASHINGTON, Jan. 4—The Fed-| 


eral Communications Commission’s 
investigation of tv network opera- 
tions began to move ahead this 


week, with a team of commission- | 
staff members visiting | 


ers and 
New York for briefings on the 
operations of CBS and NBC. 

Invitations to the briefings re- 
portedly originated with the net- 
works, which indicated a desire to 
provide the commission with full 
reports on their operations, includ- 
ing the factors which influence 
their affiliation with individual 
stations. 

Meanwhile, the commission's 
ability to continue processing of 
applications during the coming 
months faced a critical court test, 
as u.h.f. telecasters from three 
cities prepared to go to federal dis- 
trict court here for a ruling which 
could halt action on many of the 
tv license applications which are 
nearing the point of decision. 


s Stations bringing the court test 
are in Evansville, Madison and 
Corpus Christi, al] u.h.f. markets 
where FCC recently acted to in- 
troduce v.h.f. competition for the 
first time. In arguments scheduled 
for next Thursday they will con- 
tend that “intermixing” of u.h.f. 
and v.h.f. in these and other mar- 
kets should be held up until FCC 
completes the full-scale siudy of 
the tv competitive situation which 
is currently getting under way. 
Since many of the important 
cases which are currently before 
the commission for final decision 
involve the introduction of v.h.f. 
competition in u.h.f. markets, an 
adverse decision by the court 
would substantially curtail FCC’s 
activities in the licensing field. 


s The commission’s network study 
is a staff operation, carried on by 
a special group of experts, under 
Dean Roscoe L. Barrow of the 
University of St. Louis law school. 
Developed partly on demand from 
members of Congress, it is expect- 
ed to determine whether addition- 
al regulations are needed in order 
to assure network service for a 
larger number of stations. 

In the course of the investiga- 
tion, the staff has been instructed 


to consider virtually every aspect | 


of the economic structure of the 
industry, including the role of ad- 
vertisers, agencies and program 
producing organizations. 


® Prompted by evidence that u.h.f. 
stations generally are unable to 
compete successfully in the same 
markets with v.h.f. stations, this 
study is expected to lead to a re- 
allocation of tv assignments. 
More than 200 stations and other 
industry members have already 
submitted suggestions. In most in- 
stances they involve “de-intermix- 
ture” to provide at least three sta- 
tions of equal coverage for most 
of the nation’s top 100 markets. 


® The commission is split on the 
wisdom of processing license ap- 


plications at this time. Mindful of | 


the fact that processing was “fro- 
zen” for 2% years when the pre- 
sent allocation plan was being 
worked out, the majority, under 
Chairman George MacConnaughey, 
has insisted on pressing ahead. It 
points out that channel assign- 
ments can always be changed in 
the event the commission decides 
to create more “all u.h.f.”” markets. 

But a minority, which includes 
former Chairman Rosel Hyde and 
Commissioner Robert Bartley, is 
voting against any v.hf. grants 
in u.h.f. markets at this time. It 
says the public may be encouraged 
to buy v.h.f.-only sets, and the 
u.h.f. stations may be subjected 
to needless injury. 
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Greeley Wyman 
NEW BURNETT DIRECTORS—The fou 
Burnett Co. are Joseph M. Gree 


William D. Tyler, vice-chairman 


Leo Burnett Elects 
4 Directors, Makes 


Executive Changes 


Cuicaco, Jan. 3—Leo Burnett 
Co. elected four new directors and 
made several organizational 
changes last week. 

The new directors are Joseph M. 
|Greeley, William D. Tyler, James 
|E. Weber and Austin L. Wyman. 

Andrew Armstrong, a member 
of the agency’s plans supervisory 


tee. 


Weber 


Tyler 

r new directors elected by Leo 
ley, v.p. in charge of marketing; 
Austin L. Wyman, Chicago attorney; James E. Weber, v.p., and 


of the plans supervisory commit- 


|committee and v.p. in charge of art, 
has been named to head all crea- 
tive services. 


® Draper Daniels, formerly v.p. 
and copy supervisor, is now v.p. 
in charge of copy and a member 
of the plans supervisory commit- 
tee. Chester Miller has been named 
associate manager of the copy de- 
partment, while William T. Young 
has been promoted to v.p. in 
|charge of client service and is in| 
| over-all charge of all account su- 
‘pervisors and account executives. 


Smokers Puff More 
as Cancer Scare 
Dies, Report Finds 


WASHINGTON, Jan. 4—The main 
impact of the tobacco cancer 
scare seems to be passing, and cig- 
aret consumption is climbing back 
toward 1952 peak levels, according 
to the Department of Agriculture. 

The department’s year-end re- 
port on trends in the tobacco in- 
dustry estimated that domestic 
cigaret consumption totaled 383 
billion in 1955, with further in- 
creases likely in 1956. 

The peak year in cigaret con- 
sumption was 1952 when 394.1 bil- 
|lion were used. The total dropped 
ito 386.8 billion in 1953, when a 
|moderate business recession was 
setting in, and to 368.6 billion in 
1954, at the height of unfavorable 
publicity in regard to health haz- 
ards which were blamed on smok- 
ing. 


® “The continuing high levels of 
employment and personal income 
are favorable factors in the cigaret 
outlook,” the department said. 
“The main impact of the publicity 
concerning cigarets and health on 
cigaret consumption appears to 
have occurred during 1954.” 

The report also pointed out that 
cigar consumption in 1955 reached 
6.1 billion, an increase of 1%%, 
and the highest point since 1930, 
and that pipe tobacco consump- 
tion was 85,000,000 Ibs., an increase 
of 1,000,000 lbs. over 1954, which 
was the lowest year of this century. 

Population increases are not 
|contributing to the growth of the 
cigaret market at the present time, 
the analysis said, since the in- 
creases are in the “over 50” and 
“under 20” year old groups. 


® Total output of cigarets in 1955 
was expected to be 415 billion, 
which is 3% above 1954 and 8% 
below the 1952 peak. The export 
| market has been declining, partial- 
lly as a result of the 30% decline 
lin shipments to overseas forces 
since 1952. 

The report said trade sources in- 
dicate significant gains in filter- 
tip king-size cigarets again in 1955, 
but the department did not release 
j any statistics. 
| Tax problems loomed as a major 
|factor which could influence sales 


|in 1956. Existing federal taxes are 
|due to drop 1¢ on April 1. How- 
|ever, twice in the past when the 
deadline for extension of special 
|cigaret taxes arrived, Congress 
jacted to retain the existing tax 
| levels. 

The report pointed out a trend 
toward increased state and muni- 
cipal taxes on cigarets. In two 
years ending June 30, 1955, eight 
states and the District of Columbia 
advanced their cigaret taxes, and 
in every instance, with one excep- 
tion, cigaret consumption has de- 
clined, the report said. 


N. Y. Publishers Assn. 
Agrees to Abide 
by Court Decision 


(Continued from Page 1) 
May 12, charges the New York 
group, ANPA, American Assn. of 
Advertising Agencies, Periodical 
Publishers Assn., Associated Busi- 
ness Publications and Agricultural 
Publishers Assn. with violating 
anti-trust laws by maintenance of | 
an agency recognition system, en- 
forcement of the 15% commis-| 
sion system as the agency compen- | 
sation standard and prohibition of | 
rebates by agencies to clients. 

ANPA filed a denial of all) 
charges on Nov. 1. The other four | 
defendants were granted addition- 
al time to prepare their answers. | 
They must now file by Feb. 1. 

Townley, Updike, Carter & Rod-| 
gers is legal counsel for the New | 
York City group. 


‘Esquire’ Elects Two 

Joseph M. Arnstein and Dan E. 
Provost have been named v.p.s of 
Esquire Inc., New York. Mr. Arn- 
stein, formerly circulation direc- 
| tor of Esquire, Coronet and Appar- 
el Arts, now is v.p. of circulation. 
Mr. Provost, previously business 
manager of Esquire, is v.p. of the) 
Esquire Club. Mr. Provost is a 
former advertising manager of Es- 
quire. Fritz Bamberger, formerly 
editor of Coronet, has been named | 
executive director of Esquire and 
Coronet; Lewis Gillenson, manag- 
ing editor of Coronet, has been 
named Coronet editor. 


Ryder & Ingram Moves 

Ryder & Ingram Ltd., Oakland, 
Cal., agency, has moved to larger 
quarters at 3770 Piedmont Ave. | 


| stricted classified advertising, cut | 


ANPA Asks Break | 


for Small Newspapers 


in Newsprint Drought | 


New York, Jan. 5—Cranston 
Williams, general manager, Amer- 
ican Newspaper Publishers Assn., 
today restated the association’s 


|policy on the newsprint needs of | 


newspapers in time of limited or 


| inadequate supply. 


“ANPA does not feel that any 
mathematical formula,’ Mr. Wil-| 
liams said, “which treats every 
customer, regardless of size, exact- 
ly the same will do the job when | 
it comes to the needs of the small 
newspaper, especially where that 
newspaper depends upon one 
source of supply. 

“ANPA wants to see all newspa- 
pers continue to publish without 
interruption during this period of 
supply being less than demand. 
ANPA constantly emphasizes to 
its member papers that they must 
schedule consumption on the basis 
of their available supply. 

“At the same time ANPA urges 
all producers to keep in mind the 
needs of the smaller newspaper.” 


8 It is perhaps noteworthy that 
Mr. Williams’ statement comes at a 
time when a number of large met- 
ropolitan newspapers are publish- 
ing special statistical issues on 
industry, finance, and foreign com- 
merce—in some cases triple and 
quadruple the size of normal edi- 
tions—while small newspapers are 
hard pressed to get enough news- 
print to publish regular editions. 
Some small newspapers have 
been forced to borrow newsprint 
from competitors. Others have re- 


out features and, in some instances, 
have been forced to ask advertisers 
to designate alternate dates for in- 
sertion of ads. 

In the face of current conditions, | 
the gray market for newsprint con- | 
tinues to boom. Brokers are quoting 
$200 a ton f.o.b. mill for deliv- 
eries within 30 days. Foreign news- 
print is quoted at $185 to $195 a ton | 
at the New York dock 60 to 90 days 
after placement of an order. Prices | 
on spot deliveries in lots of about | 
200 tons for delivery in ten days 
vary daily and currently are about 
$200 to $215 a ton f.o.b. mill. 


Plywood Jobbers 
Create Fund for 
Local Promotions 


Cuicaco, Jan. 4—Plywood job-| 
bers throughout the nation will | 
swing into action in 1956 with a 
cooperative promotion planned ac- 
cording to local trading areas. De- 
tails were made public at a meet- 
ing of the National Plywood | 
Distributors Assn., whose head-| 
quarters are here. 

Starting Jan. 1, the Jobbers Ply- | 
wood Promotional Fund, a non-| 
profit corporation, began collection 
of 15¢ per 1,000 sq. ft. on purchase 
of plywood products from West 
Coast sources. 

Funds thus collected will be 
credited to local trading areas and 
will be spent cooperatively by local 
participants, M. C. Davidson, 
Houston Sash & Door Co., Houston, | 
president of the fund, announced. 


® Subscribing participants include | 
430 warehouses and represent! 
about 75% of the total dollar vol- 
ume of plywood moving through 
jobbing channels, Mr. Davidson 
said. 

During the initial period, while 
funds are building up, one or 
more test campaigns will be con- 
ducted in cooperation with the 
Douglas Fir Plywood Assn., Ta- 
coma. The object, Mr. Davidson 
said, would be to develop sugges- 
tions for guidance of local par- 
ticipants in joint promotional work 
at the wholesale level. 
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THE BEGINNING—First ad in this 

year’s series scheduled by the 

Glass Container Manufacturers In- 

stitute is this one extolling instant 
coffee in a glass jar. 


First Ad for Glass 
Institute Features 


Instant Coffee 


New York, Jan. 4—Instant cof- 
fee packaged in a glass jar will be 
featured in the first ad of a $1,- 
000,000 campaign scheduled for 
1956 by the Glass Container Man- 
ufacturers Institute. 

Appearing during February in 
Ladies’ Home Journal and Mc- 
Call’s, the ad asks: “Doesn’t in- 
stant coffee stay nice and fresh in 
that convenient glass jar?” and 
points out that, “in glass itself, 
there’s absolutely nothing that can 
alter the taste.” 


® Subsequent ads in the campaign 
will highlight cosmetics, household 
chemicals, foods (fruits for salads, 
baby food) and beverages (bottled 
soft drinks, beer, milk). 

Besides the Journal and Mc- 
Call’s, the media list includes color 
pages in Family Circle, Good 
Housekeeping and Woman’s Day. 

Kenyon & Eckhardt is handling 
the campaign. 


Planters Peanut 
‘56 Ads Keyed to 
50th Anniversary 


(Picture on Page 1) 

WitkKes-Barre, Jan. 4—Adver- 
tising for Planters peanuts in 1956 
will be keyed to the golden anni- 
versary of Planters Nut & Choco- 
late Co. 

The campaign will be kicked off 
with a four-color spread in Life 
Feb. 6, to be followed later in the 
year with a similar ad in The Sat- 
urday Evening Post. Color ads also 
will appear throughout the year 


| in Everywoman’s Magazine, Fam- 


ily Circle, Scholastic Magazines 
and Woman’s Day. 


\@ Four-color pages also will run 


in about 50 newspapers. In addi- 
tion, spot tv, subway and car cards 
will be used. 

The anniversary will be fea- 
tured in all the ads, with a special 
anniversary emblem appearing in 
all copy and on company trucks 
and promotional aids. 

Goodkind, Joice & Morgan is 
Planters’ agency in eastern and 
central states; Raymond R. Morgan 
handles the account in the 11 
western states. Lynn-Fieldhouse, 
Wilkes-Barre, handles peanut oil 
advertising in the East. 


Danforth Elected Chairman 
Donald Danforth, president of 
Ralston Purina Co., St. Louis, has 
been elected company chairman. 
He also will continue as president. 
He succeeds his father, William H. 
Danforth, who died Dec. 24. 


Mazel Elects Shelton V.P. 

Jack Shelton, an account exec- 
utive of B. L. Mazel Inc., direct 
mail consultant, has been elected 
a v.p. of the company. 
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In Chicago, it takes 2 — 
to put your story over in ’56 


No single daily newspaper reaches even half your Chicago-area 
8. prospects. It takes Two. For greatest unduplicated coverage, one “e 
must be the... 


CHICAGO 


SUN-TIMES 


211 W. Wacker Drive, Chicago © 250 Park Avenue, New York 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA @ HAL WINTER CO., MIAMI BEACH 
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} VACUUM CLEANER 
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Poster designed by Hicks and Greist, Inc. 


vertising for more “See-Power”’ 


ALEX LEWYT, President 
Lewyt Corporation, says: b 


“We believe Lewyt 24-sheet posters, as much as any other one factor, have 
helped make Lewyt one of the top vacuum cleaners in just 8 years. For example, 
in Canada our sales increased 40% the first year we added outdoor posters. 
We're sold on them as a vital part of our program.” 


“SEE-POWER” GIVES YOU SALES POWER 
The more your advertising is seen the more you'll sell. T.A.B.* figures show that in 
a typical market 93% of people SEE OUTDOOR—Average person sees it 22 times 


per month. POLITZ study shows average “exposure time’ per person is a solid 32 
‘ seconds. Circulation cost is only 15c per 1000 in average national campaign. 


*Traffic Audit Bureau 


OUTDOOR ADVERTISING INCORPORATED 
NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
@) A q 60 EAST 42nd STREET, NEW YORK 17,N. Y. 
ATLANTA + BOSTON + CHICAGO «+ DETROIT +» HOUSTON + LOS ANGELES 
PHILADELPHIA « ST. LOUIS + SAN FRANCISCO + SEATTLE 


: Put your Advertising Outdoors and Watch America Go Buy! 


Copyright 1956 Oxtdoor Advertising Inc. 
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A Picture of the Future | 


It is too bad that more advertising, sales and merchandising exec- | 
utives did not hear the remarkable talk which Peter Drucker, famed | 
professor and author on management subjects, made to the midwinter 
meeting of the American Marketing Assn. in New York a couple of 
days before the year 1955 ended. 

Prof. Drucker was talking about automation and its impact on) 
marketing, and his general thesis was starkly simple and impressive: 
Development of automated procedures will cause greatest impact in 
marketing, and least impact in manufacturing. The reasoning is 
simple: To move from current productive techniques to more fully 
automated techniques is merely a matter of degree, not a matter of 
direction or of “revolution.” But in marketing and selling, “revolu- | 
tion” is not too strong a word for what is coming. 

Readers of ApverTisinc Ace have, fortunately, had a preview of | 
this type of exciting thinking in the cogent writings of E. B. Weiss, | 
AA’s merchandising columnist, who was perhaps the first to recog- | 
nize the enormous implications of automation on the marketing and | 
advertising scene. It was intriguing to hear Prof. Drucker (who has 
had no identification with the marketing or selling phases of busi- 
ness) calmly spell out changes of revolutionary character in mar- | 
keting and selling operations which he envisages in the near future. | 

His talk made it clear that forward-looking students of the eco-_ 
nomic scene are in general agreement that the United States is mov- | 
ing deeper into an economy in which the motivating factor is con- | 
sumption, rather than production, and in which the marketing | 
operations, rather than production, are of prime importance. 

The productive machinery of the country is capable of spewing | 
out products at the touch of a button, in utterly fantastic quantities; | 
all that is needed is an activating force—in the simplest of terms, an | 
“order” for those particular products. 

The “order” comes from the creation of effective wants through | 
selling and advertising, and the satisfying of those wants in an order- 
ly, smooth-flowing manner through a well constructed, easily func- | 
tioning marketing system. 

The marketing man’s job is clearly cut out for him, particularly if, 
as Prof. Drucker believes, there will be a shortage of available man- | 
power for the job and thus productive marketing capabilities will | 
have to be doubled without any increase in manpower. It is easy to 
wax lyrical over the opportunity that blossoms for those in market- 
ing—and equally easy to consider soberly and thoughtfully the bur- | 
den and the responsibility which American society is placing in| 
marketing men’s hands. 


Experts Can Be Dangerous 


Have you ever gone to a first-night performance, or to the opera 
or a symphony program or a concert and enjoyed yourself—only to 
discover the next day that what you thought was excellent or good 
was unmercifully bad, according to the professional critics? 

We went to the opera last week and enjoyed it. But our ability to 
appreciate music is strictly limited, so we would not profess to know 
whether the performance was good or bad. However, the assembled 
audience, presumably including a number of people who think they | 


have ever seen. 


It made us think of advertising, somehow. And it confirmed our |it to look like a vacuum cleaner? Improvisation 


belief that the opinion of experts—in areas in which nothing more 
than opinions can be expressed—should always be taken with a bit 
of caution. 

The expert has become an expert because he is atypical—because 
he has more knowledge, or more experience, or more finely attuned 


senses than Mr. Average Man. It is well to remember, therefore, that |shouldn’t design a radio to look 
his likes and dislikes do not necessarily mirror those of ordinary like a book. People will think it’s 
'a book! 


people. 


instead— 


positive. 
thing the customers won’t like— 


know their music, went slightly hysterical. They must have liked it. then the surprise when they see 
But the critics did one of the most thorough jobs of panning we the radio will be terrific. 


| Make it look like a book! 


You've got it! 


—Wyatt M. Young, Reckwell Mfg. Co., Pittsburgh. 


“How can you say it’s hard sell copy—after I typed out the final 
draft so sympathetically?” 


What They're Saying 


Crosley Crosses ‘em Up | MIDDLE: Yeah. Who'd buy it? 
“Crosley’s new book-radio.... TOPP: I don’t know. But 
the newest radio idea you’ve ever | it’s got the stuff—surprise, impact, 
heard...‘As You Like It,’ brown | Schmalz. Just imagine a pretty girl 
vealskin with gold design; ‘Treas- opening the package. It looks like 
ure Island,’ white vealskin... a book, see. Her heart sinks, her 
“Weighs just 31 ounces includ- | face falls. But then—she opens the 
ing batteries... cover and— 
“It looks like a book. It’s bound| BOTTOM: Great! Great! We'll 
in genuine leather, like a book.| use real leather bindings. 
Yet when you open the cover and| MIDDLE: And real titles. Let’s 


iturn the dial, there’s a world of | see if someone can think of a real 


title of a book— 
current’ FLANNELLE (superior): “As 
| You Like It” by Shakespeare, or 
- |“Treasure Island” by Stevenson. 
The scene is the plush confer- | TOPP (looking - Flannelle in 
ence room (archly called by | awe): Good, good! Shakespeare 
members of the firm The Delivery | . 14 Stevenson and those other 


Room, — a = here _ that) writing fellas. Can’t you just see 

new radio-merchandising ideas that = 

are born) of the Wider Horizon = pet Gees ieee Wien me 
|opens the book! 


Radio Co. Present are Mr. Topp! ‘py ANNELLE: I can see the ad- 
the general manager; Mr. Middle, | \ rtising copy now. “It looks like| 


the sales manager; Mr. Bottom, | ’ : ” 
the chief designer; and Mr. s.|" ie te _ like a book— 
Grey Flannelle, the account exec- | ig ag “Yet.” That's it! 
‘ Pie : 4 s it! 
utive from the advertising a8eNCY-| Devastation in a word! Brilliant! 
TOPP: What we need, see, is an r , 


entirely new gift gimmick to Or Seka More: BoM pen Ge cover 
radios. Even if we have to surprise | ay iat 
the public into buying. MIDDLE: “You find not Shakes- 


MIDDLE: Yeah. Trick ’em. |peare or Stevenson or stuff like 


wonderful entertainment in it.” 


—From advertisement in 
newspapers and magazines. 


* * * 


Advertising Age, January 9, 1956 


Rough Proofs 


The demise of Deepfreeze sug- 
gests to observers in the appliance 
field that the pioneer often pro- 
motes a market for somebody else 
to cash in on. 


Newspapers with tv stations are 
among those currently carrying the 
fight against tv most vigorously, 
another interesting case of not let- 
ting the right hand know what 
the left hand is doing. 


After all those holiday parties, 
admen will have barely enough 
time to recover before tackling the 
job of entertaining the visiting 
buyers at the winter trade shows. 


If anyone should ask, “What's 
cookin’?” you might want to quote 
the AA headline, “General Mills 
puts all Betty Crocker mixes in 
BBDO oven.” 


Otto Graham gave “ulcers” as a 
one-word explanation of his re- 
fusal to consider a coaching job, 
and he might make the same reply 
if invited into the agency business. 


Senator O’Mahoney' expresses 
alarm because the Ford family will 
continue to control the company 
even after the sale of 60% of the 
stock to the public. 

Maybe he doesn’t know that 
stockholders are most interested in 
keeping (1) good management, 
(2) good products, (3) good div- 
idends. 


Most agencies are perfectly will- 
ing to become consumers of the 
products they advertise, even if 
as in the case of Gardner it 
means buying a Cessna executive 
plane. 


Creative men in the advertising 
business place so many garlands on 
the brows of their competitors that 
it’s a pleasant switch to find Jim 
Woolf, the sage of Santa Fe, talk- 
ing about “Ads I’m Glad I Didn't 
Write.” 


Rowell Chase, P&G’s advertising 
boss, got his first experience with 


that but—” 
BOTTOM: Confuse ’em. 
FLANNELLE: Hit ‘em in their), BOTTOM: “A world of wonder-| 
metiuetion ful entertainment!” (They look at} 


| 
BOTTOM: How about desi gning | °"° another in awed silence as | 
a radio that looks like a salami? | ‘¢ curtain falls.) 
The customer who gets the pres- ae of Fulteiing, Be- 
ent opens the package, see, and : 


expects to be able to eat it—but Solved 


The socks are too large 
The ties are too bright 
The slippers are wrong 
The shirts aren’t right 
For what it is worth 
The suggestion is mine 
Nobody sends back 
Their liquor or wine. 


—Francis Package Store ad in the 
Evening Citizen, Winsted, Conn. 


MIDDLE: No, no! Salamis and 
radios are both too—too— 

FLANNELLE: Too emotionally 
involved. The psychology is too 


TOPP: Yeah. Think of some- 


MIDDLE: How about designing 


TOPP: Or an ashtray. 
BOTTOM: 


From Los Angeles, a city that | 
we are coming more and more to 
regard as the cultural heart of 
America, comes the following ad- 
vertisement of a local night club: 
6 Dancing Girls! 
5 Beautiful Costumes! 


—Caskie Stinnett, in “Speaking of 
Holiday,” December, 1955. 


I've got it! A book!) 
TOPP AND MIDDLE: Zowee! 


FLANNELLE: No, no! You 


seems likely 
news in 1956. 


the company selling soap in the 
Colorado Rockies, where the tem- 
perature was 40 below. After that 
his advertising chores must have 
seemed easy. 


“Fawcett Women’s Group offers 
you more young women 18 to 25.” 

While they include assorted 
blondes, brunettes and redheads, 
no telephone numbers are pro- 
vided. 


Schlitz, now the sales leader in 
the brewery field, could describe 
itself as the beer that has made 
advertising agencies even more fa- 
mous than Milwaukee. 


Unfortunately for the advertis- 
ing business, Stanley Barnes, 
whom AA described as one of the 
men who made big news in 1955, 
to make more big 
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In 1955 
The Inquirer carried the 


LARGEST VOLUME 


OF ADVERTISING 


in the history of any 
newspaper in Philadelphia! 


39,000,000 lines of advertising in 1955... a gain 
of 2,000,000 lines over 1954 .. . a leadership of 
6,000,000 lines over the 2nd Philadelphia newspaper. 


1955 marked the 22nd consecutive year that 
advertisers have made THE INQUIRER their 
first choice for sales in Delaware Valley, U.S.A. 


Che Philadelphia Mnguirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: NEW YORK—ROBERT T. DEVLIN, JR., 342, Madison Ave., Murray Hill 2-5838; CHICAGO— EDWARD J.LYNCH, 
20 N. Wacker Drive, Andover 3-6270; DETROIT — GEORGE S. DIX, Penobscot Bidg., Woodward 5-7260. West Coast Representatives: 
SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfield 1-7946; LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557 
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EMICAL ENGINEERING PROGRESS | 


‘CHEMICAL ENGINEERING — peirnindiall Be hoction + : 
"responsible for the design, 0 | maintenance * precesing plants 
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1881-1956 
Our 75th year of serving the 
Fabulous Southwest. 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


The ee Dy fae A SCRIPPS-HOWARD NEWSPAPER 
y EVENING 
: , 


NATION'S LARGEST TRADE TERRITORY 


‘that 15%.” Dobin’s clients include 


Lana Lobell, Virginia Dare Extract 
Co., Old London Melba toast and 
March of Toys. 


Agency Asks Clients 


to Join in Ad Tasks 


New York, Jan. 3—Dobin Ad- Robert Urban to Lambert 
vertising, an agency with some | Robert G. Urban has been ap- 
comparatively new advertisers as| pointed exec v.p. of the Lambert- 
clients, plans to invite those clients; Hudnut division of Warner-Lam- 
to share the president’s desk—one bert Pharmaceutical Co., New York. 


day’s problems as they turn up. _| director of marketing for J. Walter 
Jerry Dobin, 32-year-old presi- | Thompson Co. and before that was 

'dent of the agency bearing his| with Colgate-Palmolive Co. 

|name, believes that “when a client | 

sweats through one of his ads the| Wider Named Martin V. P. 

way we do, from conception to; Martin Advertising Co., Chicago, 

deadline, he’ll get a better appre-| has appointed William M. Wider 

| ciation of our problems.” He added | y. p. in charge of its new St. Louis 

'that the clients will “get to see in| branch, which opened Jan. 3. Mr. 


| man-hours exactly what goes into| Wider formerly was with Rutledge 
& Lilienfeld, St. Louis agency. 


ia 


L.ook at Atlanta iam 


Che Atlanta DZournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


The South’s Standard Newspaper 


Represented by Kelly-Smith Co. 


Circulation: 441,825 Dally « 
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Eastman Kodak’s Southeastern Sales Division 
and Processing Laboratory adds another fine 
building to Atlanta’s rapidly expanding Peach- 
tree Industria] Boulevard. Eastman serves 10 
states from this facility The 133,000 sq. ft. 
building on a 14-acre tract is completely air- 
conditioned. . 


In the first six months of 1955 Eastman used 
four times as much advertising in The Atlanta 
Journal and The Atlanta Constitution as they 
did in 1954 Use more space in the South’s larg- 
est newspapers and sell more of your products 
and services. 


493,042 Sunday (.5&. Cc. 9/30/55) 


at a time—and experience the Mr. Urban was formerly v.p. and | 


Advertising Age, January 9, 1956 


U.S. Time to Market 
New Electric Clock, 
Self-Winding Watch 


New York, Jan. 3—U. S. Time 
Corp. will mark its 100th year by 
introducing two new products, a 
$14.95 non-jeweled self-winding 
watch and a new electric clock, 
“the thinnest yet made.” Both 
products will be sold under the 
company’s Timex brand name. 

Reportedly this will mark the 
first time a major watch manufac- 
turer has produced a nationally 
advertised self-winding wrist 
watch to sell below $30. Moreover 
there have been few, if any, such 
non-jeweled automatic watches 
produced either by the U.S. or the 
Swiss watch industry, the company 
points out. 

Production of 1,500 units daily 
now is getting under way, and the 
company expects to obtain com- 
plete national distribution by April. 
The advertising schedule calls for 
four-color pages in the Chicago 
Tribune and New York Times 
magazine sections and This Week 
Magazine, starting in April and 
running through the rest of the 
year. 


® With the introduction of its new 
electric line, the company is 
switching completely from the pro- 
duction of key-wind clocks to 
electric clocks. A nine-month cam- 
paign of b&w pages in Life and 
The Saturday Evening Post will 
start in April. The theme will be 
“Timex, the clocks that say fare- 
well to fubsy conventional electric 
clocks.” The ads go on to explain 
that fubsy means “thick, fat and 
heavy set.” 

Peck Advertising is the agency. 


Storer Boosts 5, Adds 1 


Storer Broadcasting Co., Miami, 
has promoted the managing direc- 
tors of five of its stations to v.p.s. 
They are Paul Miller, WWVA, 
Wheeling, W.Va.; Miller Babcock, 
WGBS, Miami; James Bailey, 
WBRC, Birmingham, and Harry 
Lipson, WJBK, and Bill Michaels, 
WJBK-TV, both Detroit. At the 
same time Don Campbell, pre- 
viously with Edward Petry & Co., 
has been named New York sales 
executive for three Storer stations 
—WSPD-TV, Toledo; WGBS-TV, 
Miami, and KPTV, Portland, Ore. 
He will work with their repre- 
sentatives, Katz Agency and NBC 
Spot Sales. 


Fidler Opens Consultant Office 

Fred H. Fidler, whose illness re- 
cently prompted his retirement as 
a director and Pacific Coast man- 
ager of J. Walter Thompson Co., 
has set up a sales counseling bus- 
iness in Sausalito, a small water- 
front community across the Bay 
from San Francisco. Offices will 
be in The Project Mart, and re- 
tired experts in Sausalito will be 
engaged on a part time basis to 
serve client needs as they develop. 


PRESS CLIPPINGS 


News items, editorials, advertisements 


Make Authentic Records 


You can check results promptly and base 
decisions on accurate facts with service by 


(sTABU MED Got 
PRESS CLIPPING BUREAU 
BAreley 7-537! 
165 Church Street New York 7, N.Y. 
And to keep these records for reference 
we offer sturdy, handsome, indexed 


Loose Leaf File Books 
in twe practical sizes; rubber cement; 
plastic laminating if desired. 


BURRELLE’S 
PRESS CLIPPING BUREAU 
165 Church Street * New York 7, N. Y. 
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New Yorker 


really 


gets 


around! 


There’s no joker in The New Yorker’s circulation—it’s not forced. 
Each week the magazine goes out, by voluntary request, to over 4,000 
cities and communities all over America and abroad. Wherever 
The New Yorker goes, it’s read by the people other people follow.* 


The men and women of influence and affluence who set the pace in their communities. 


*72 of the 161 trustees of the important Committee for Economic Development, for example, subscribe to The New Yorker. 
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Foote Bros. Names Beug Machine Corp., Chicago. Mr. Beug 


' Theodore C. Beug has been ap- | has been advertising and sales pro- 


pointed advertising manager of | motion manager of several com- 
both the industrial and precision| panies in the heavy construction 
divisions of Foote Bros. Gear &! equipment industry. 


& You'll love this service: 
We'll IMPRINT, Store and Ship 
Your Advertising Literature in any quantities, as needed 


ABC Adds Members 


Two agencies, two advertisers 
and 19 publications have been add- 
| ed to the membership list of Audit 

Bureau of Circulations, Chicago. 
‘Dunlap, Milwaukee, and Tatham- 
| Laird, Chicago; advertisers include 
| Doane Agricultural Service, St. 
Louis, and the University of Cal- 


| Thrills, Jive and Sepia, Fort Worth; 


Lindquist Joins Wilding 


Agencies are Klau-Van Pietersom- | 


the State Times, Jackson, Miss., 


Norman C. Lindquist has re- 
signed as v.p. and director of tele-| 
vision of Atlas Film Corp., Chicago, 
to join Wilding Picture Produc- 
tions Inc., Chicago, as an account 
executive. Before joining Atlas six | 
years ago, Mr. Lindquist was tele- | 


Duplessis Renews 
‘daily, and 12 weekly newspapers. Threat of Newsprint 
Control in Quebec 


|Maurice Duplessis said he would 
| press his newsprint control bill 
| when the provincial legislature re- 
| convenes Jan. 10. 


Advertising Age, January 9, 1956 


QueBec City, Jan. 3—Premier 


“The newsprint industry has 


IMPRINTING — OVERPRINTING ifornia, Berkeley. Publications in- 
‘ |clude National Fur News, Denver; 
CHesapeake 3-2050 | American Artist and Sterling Mo- 


CHICAGO 7 


Sersen’s IMPRINTING, INC. 17 N. Loomis St. New York; Bronze 


|vie Group, 


vision director of Malcolm-Howard 
Advertising Agency. 


Good typography 


is just as essential 
as good copy or 

good layout and art 

in conveying the 
selling idea or creating 


the right impression 


in an advertisement. 


For further information contact the 
member nearest you or 


Advertising Typographers Association 
of America, Inc. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY «+ Gienn C. Compton, Executive Secretary 


Advertising Typographers 
Association | 
of America, Inc. 


AKRON, O. 

The Akron Typesetting Co. 
ALBANY, N. Y. 

Composition Corporation 
ATLANTA, GA. 
Higgins-McArthur Company 
BALTIMORE, MD. 

The Maran Printing Co. 
BOSTON, MASS. 

The Berkeley Press 

Machine Composition Co. 
H. G. McMennamin 
BUFFALO, N. Y. 

Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 


Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOUS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOUS, MINN. 
Duragraph, Inc. 


NEW YORK, N. Y. 
Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 
Associated Typographers, Inc. 
Adas Typographic Service, Inc. 
Central Zone Press, Inc. 
The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 
Imperial Ad Service 
King Typographic Service Corp. 
Lino-Craft Typographers, Inc. 
Master Typo Company 
Morrell & McDermott, Inc. 

ris F. Olsen 
Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmid, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 
NEWARK, N, J. 
Barton Press 
William Patrick Co., Inc. 
PHILADELPHIA, PA. 
Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 
Paul O. Giesey Typographer 
ST. LOUIS, MO. 
Warwick Typographers, Inc. 
SEATTLE, WASH. 
The Deers Press 
Frank McCaffrey’s 
SYRACUSE, N. Y. 
Syracuse Typesetting Co., Inc. 
TORONTO, CANADA 
Cooper & Beatty Limited 


shown it wants the law—it shall 
have it,” the premier told a dele- 
gation of the Catholic Union of 
Farmers. 

“I have tried everything to make 
some of these men of the news- 
print industry understand reason, 
and they seem bent on going ahead 
with their plans.” 

He was referring to announced 
newsprint price increases and his 
demand that a price preference be 
given publishers in this province, 
whom he has called “co-owners 
of the forests.” 

He introduced a newsprint con- 
trol bill before the legislature be- 
gan its holiday recess, but he said 
he would give the industry until 
after Christmas to respond to his 
demand. 


Census Shows 22% Gain 
in Trucks on U.S. Farms 

The 1954 U.S. Census of Agri- 
culture has revealed that 2,701,247 
trucks are in use on 2,211,562 
farms, a 22% increase since 1950. 
In last week’s ADVERTISING AGE, 
in a story on farm automobiles and 
trucks, the figures for trucks and 
farms in Alabama alone inadver- 
tently were given as the national 
total, rather than the correct fig- 
ures above. In 1950, according to 
the Census Bureau, there were 2,- 
209,371 trucks on 1,840,671 farms. 


Screen Gems, Columbia 
Subsidiary, Gets 104 Films 

In a news item covering the as- 
signment of 104 feature films to 
Screen Gems, New York, for tv 
distribution, Screen Gems was re- 
ferred to erroneously as a subsidi- 
ary of Paramount Pictures Corp. 
(AA, Jan. 2). 

Screen Gems is a subsidiary of 
Columbia Pictures Corp., which 
authorized the showing of the 104 
Columbia films on tv as a means 
of “taking cognizance of the chang- 
ing character of our business and 
the need for all companies to re- 
main fluid and flexible.” 


Skiatron Appoints Hall 

Robert A. Hall has been named 
a director of Skiatron Electronics 
& Television Corp., New York. The 
company is one of the major ad- 
vocates of toll television. Ad direc- 
tor and a v.p. of Sarong Inc., Mr. 
Hall served as chairman of the tv 
committee which set up the foot- 
ball policy of the National Col- 
legiate Athletic Assn. 


Caskin Joins Patterson 

Langdon (Bud) Caskin Jr. has 
joined Patterson Publishing Co., 
Chicago, as eastern advertising 
manager of American Restaurant, 4 
with headquarters in New York. ' 
He was formerly assistant publish- 
er of Liquor Store, of which he 
became v.p. and director in 1954. 


10,000 vital « II 
DEFENSE BUYERS || 


read this bi-monthly 
organ of the Armed 


+e 


NATIONAL 
REPRESENTATIVE 


tee cOoPP & Associates 
1475 Broadway, New York 96, N. Y. 
35 East Wacker Drive, Chicago |}. Ill 
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MEET THE MAN 


BEHIND THE AD CAMPAIGN 


THAT DID EVERYTHING 


: sur SELL! 


Now wait a minute—don’t get the wrong idea. It cou/d have been a great campaign. 
Plenty of hard-selling headlines that pounded home the theme...copy that told the 
story in fascinating fashion... layout and illustrations art directors dream about... 
media selection in the right space, and at the right time. 


So nothing happened! How come? 
The pay-off at the counter was missing. No Merchandising at the Point-of-Sale. 


Our business is Merchandising at the Point-of-Sale. We've had more than 50 &Y 
years’ experience in this one vital field of advertising. We've designed and pro- 
duced point-of-sale merchandising programs of every kind, to meet every retailing 
need. We can do the same for you! 


Contact our nation-wide organization today. We'll show you 
how your hard-selling ideas can be developed into practical 
point-of-sale merchandising programs that create traffic — ft 
that se// more merchandise for you. 


We'd like to send you our handy “IDEA FILE” and illustrated brochure 
with suggestions to help you sell. They are FREE. Mali your request to 
Chicago Show Printing Company, 2640 N. Kildare, Chicago 39. 


Merchandising at the POINT-OF-SALE 


®@ Lithographed displays for indoor and outdoor use ® Animated Displays 

®@ Cloth and Kanvet Fiber Banners and Pennants ® Mystik® Self-Stik Displays 
®@ Mystik® Can and Bottie Holders © Mystik® Seif-Stik Labeis 
® Econo Truck Signs ® Booklets and Foiders 


Trademark Mystic Registered 
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As the result of five years of testing-in-use with the cooperation 
of major national Advertisers and their advertising agencies, 
R. L. Polk & Co. today offers a new advertising idea . . . a new 
medium which enable advertisers and their agencies to com- 
plete their marketing rogram by appealing directly to their 
individual potential buyér with unprecedented vigor! 


This new medium is THe Polk Market, a highly-refined, con- 
stantly-updated source of 50 million American buyers . . . and 
five times 50 million facts aout these individuals. 


Now Polk can help the advertiser and his agency define their 
potential buyer in terms of hi& social and economic character- 
istics . . . what kind of neighbokhood he lives in, what kind of 
house he lives in, whether he owns his home or rents, where 
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out of the crowd 


he works, what his job title is, what kind of car he 
drives and how old it is... 


Once the advertiser, his agency and Polk have 
deftged the potential buyer, he can be picked out of 
The Rolk Market, and the total marketing program 
can be CAmaxed by advertising by mail personally to 


each knowk,_ potential buyer with an impact never 
before possible 
R. L. Polk & Ce, functions in Direct Mail Adver- 


tising exactly as the publisher functions in other 
printed media. Standartigross rates and specifications 
have been established b)\\R. L. Polk & Co. when 
acting as the complete publiSber for specific types of 


244 MADISON AVENG 
NEW YORK 16, N.Y. 


431 HOWARD STREET 


DETROIT 31, MICH, 
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Direct Mail Advertising campaigns. These rates 
apply equally to advertisers and agencies and are 
fully commissionable to the agency. 


The Polk Market is the missing-till-today link 
between mass advertising and selective impact on the 
individual potential buyer. We will be happy to show 
you how The Polk Market fits into your over-all 
merchandising program, how it adapts itself to 
helping you solve your particular selling problems. 

For additional information, please address your 
inquiry to The Polk Market, R. L. Polk & Co., 431 
Howard Street, Detroit 31, Michigan, or 244 
Madison Avenue, New York 16, New York. 


a 
YOUR LINK BETWEEN MASS ADVERTISING AND SELECTIVE IMPACT 


“SS=GSRRRRSRRRm © 


\eeueueer™ “3 
- 


' ' C4 

si _ * 1) i 
“ay a 

Ds ne! a “ i > 
a4 hs sy pu 
as, 


VK | ays we / 
oats , vile kL aT 
HG a : 


UT} i] r — 
“" \ / ts 
0 sities 4 (iiss ‘ olga Ny wu My hpi ™ y Abirg eo paws oF i 


De Cll tt NS Oe 
, See 
ae. a : 

Fa pee? re 3 
aa. AR et OR IR sit 

a 

a 

\ 
ABs, <a 

Be 2 | : 

om ee es tof et : 
epee ge es 

zz es 
DT BQ A-ROD AEE KARE na Qe a um Boy (2 aoe 
[Sa an Pere BO PERE RTO COST 
PROT REAR BIRT BARA KARE IB) fhryv ACY Tl 
1 eee IME | 
Bibi @ yf | Neat , =i = : \ = 
| ae r y AY Cj = INE ma Ih; wh | 3 e 
SL ALMUN bd JLT i) 
| eSUale [0 cc cr 
a an = ee 0 


Advertising Age, January 9, 1956 


Barkin, Levin Slates President Eisenhower York Employing Printers Assn.|behalf of the President to accept! Pepsi-Cola Advances Derrick 
Magazine Drive for Coats to Receive Franklin Award and cooperating graphic arts or-| the award and will make the prin-| J, Charles Derrick, advertising 
Barkin, Levin & Co., New York,| President Dwight D. Eisenhower | ganizations at the annual Printing cipal address of the evening. director of Pepsi-Cola Co., New 
manufacturer of Lassie women’s|has been chosen to receive the | Week dinner at the Hotel Biltmore; Printing Week this year com-| York, has been elected a v.p. He 
coats, will break a campaign in| Franklin Award for Distinguished | on Jan. 16. Charles E. Wilson, Sec- | memorates the 250th anniversary | joined Pepsi in 1949 as assistant 
eight magazines in February under | Service to be presented by the New retary of Defense, will appear on | of the birth of Benjamin Franklin. | display manager. 
the slogan, “No matter how you 
figure . . . nothing flatters like a) 
coat.” In addition, department 
stores in metropolitan markets are | 
expected to tie into the promotion | 
with local newspaper ads. 
Color pages will run in Charm, | 
Glamour, Mademoiselle and Sev- 
enteen. Half-pages in b&w are 


scheduled in Family Circle, Mc- 
Call’s, Woman’s Day and Woman’s 
Home Companion. Irving Serwer 


Advertising is the agency. 


Donnahoe Elected V. P. 
Alan S. Donnahoe, research di- ARVE TE | Vj L L 
rector of the Richmond Times-Dis- “ 


patch and the Richmond News 
Leader, has been elected a v.p. of 


the newspaper corporation. He will 
direct advertising, research and 
marketing activities and will as- 


sume other responsibilities as as- 
sistant to the publisher. 


“Several years before coming to Louisville, our company had wanted a large plant 
to build three of our tractor models. After considering other sites, we chose 

NA Louisville in 1946 because, among other things, the city offered very favorable 
rs Now eee transportation, distribution and manufacturing facilities. The $60,000,000 investment 
49.000 paid our shareowners have made in Louisville Works indicates our company’s faith in 


subse. ibers---~ the city’s future. It is our largest single investment in a manufacturing plant. 


each of them The many industries that have moved to Louisville since 1946 more than attest 
a practicing to Louisville’s many advantages and encouraging future.” 
Protestant 
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international Harvester Louisville Works is situated The B. F. Goodrich Chemical Company employs about 
on a 132-acre tract and has 1,800,000 square feet of 850 skilled workers in its Louisville plant—one of the 
floor space. The firm currently employs about 3,800 largest of its kind in the country. The plant produces 
with an average weekly payroll of approximately a resin trade-named “Geon”’, which is used by other 
$334,000. The huge plant has a capacity to build processors in the manufacture of insulating material, 
- - 77 Farmall tractors at the rate of one a minute. Over half film and sheeting material for shower curtains, uphol- 
publicayion m a million have been built since production began in stery material, etc. In addition to “Geon”, the Good- 


+ : la 1947. The plant also has a modern foundry which can rich plant produces a type of synthetic rubber used as 
he churc fie a gasket material and in the production of certain 
can offer 


kinds of paper. 
advertisers a 
net 


circulation LelC LOUISVILLE for all its weet, / 


so high... 


and go loyal! A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


PULPIT DIGEST Che Conrier-Zonrnal - THE LOUISVILLE TIMES 


ADVERTISING OFFICES: 


McVEY ASSOCIATES PULPIT DIGEST 
270 Park Avenue 159 Northern Bivd. 381,468 Daily Combination * 314,966 Sunday * Represented Nationally by The Branham Company 
New York City, WN. ¥. Great Neck, N. Y. 


produce a thousand tons of iron a day. 
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GE Estimates Americans Will 
Pay $300,000,000 tor Tubes 
Americans will spend $300,000,- 
000 to replace picture tubes in six 
million tv sets in 1956, a GE execu- 
tive has estimated. The average 


‘picture tube life is about four field Joins Fred Rosen 
| years. In addition, Americans will | 


Joseph Field, public relations di- 
replace more than 150,000,000 of rector of Compton Advertising for 
the smaller vacuum tubes in tv and the past five years, has joined Fred 
radio sets during the year, says Rosen Associates, New York, as an 
GE. |account executive. 


ATIONAL 
SITE FOR 
THE WORLD 


, 
74 


JOHN L. McCAFFREY 
President 
INTERNATIONAL 


Philip Morris recently built one of the world’s largest cigar- 
ette plants in Louisville as a part of its $10,000,000 expansion 
program. The new 116,000 square-foot factory represents the 
most important plant investment of the company. Today 
Louisville is one of the largest cigarette manufacturing centers 
in the world, with four of the six largest companies operating 
plants here. Other cigarette manufacturers in Louisville in- 
clude Brown & Williamson, American Tobacco and P. Lorillard. 


Campbell Sets Two 
Drives for Swanson 
Chicken Parts, Pies 


CAMDEN, Jan. 3—“Parts Payoff” 
is the apt title of the January- 
February promotion to be put on 
by Campbell Soup Co., highlight- 
ing Swanson chicken breasts, 
thighs and drumsticks. 

The promotion features a con- 
sumer refund offer of 25¢ per 
pound on these Swanson “parts.” 
The customer sends in the side 
panel bearing Sue Swanson’s photo 
from any of the three and receives 
the refund by mail. 

Commercials on “Star Stage’”— 
the new Campbell-Swanson NBC- 
TV Friday night dramatic show— 
will feature the consumer offer in 
January. Additional support will 
be furnished by trade advertising, 
in store “ad pads” and freezer 
ecards. A cross-coupon insert in 
Swanson meat pies also is planned 
to support the promotion. 

Meanwhile Campbell announced, 
as one result of the Campbell- 
Swanson merger, the revision of 
recipes for Swanson frozen meat 
pies with the result, said Camp- 
bell, that the pies, already among 
the leaders in their field, have 
been “sharply improved.” 


® The promotional possibilities of 
the improved meat pies are to be 
exploited in a “now better than 
ever” meat pie promotion, also 
scheduled for January and Febru- 
ary. 

To induce consumer sampling, 
50¢ cash refund offer is being made 
as part of the promotion, bringing 
the actual, out-of-pocket, cost of 
the meat pies to as little as 8-10¢ 


in most cases. 

The promotion will be supported 
by color pages in Life and Look, 
commercials on “Star Stage” and 
point of sale material. 


Holeproof Assigns 2 Accounts 

Holeproof Hosiery Co., Milwau- 
kee, has assigned its Luxite lingerie 
division, now called Luxite by 
Kayser, to Peck Advertising, New 
York, and has retained Weiss & 
Geller, Chicago, for its women’s 
hosiery division account. Four 
weeks ago (AA, Dec. 12) Hole- 
proof—now a subsidiary of Julius 
Kayser & Co.—transferred its men’s 
hosiery and sleepwear account 
from Weiss & Geller to Peck, which 
also handles several other Hole- 
proof products. 


Noreen Increases Ad Budget 

Noreen Inc., maker of temporary 
color hair rinses, will boost its ad- 
vertising expenditures substantial- 
ly over 1955, according to a com- 
pany spokesman. Consumer ads, 
most of them a half-page or larger, 
are scheduled regulariy for Fam- 
ily Circle, Harper’s Bazaar, Ladies’ 
Home Journal, The Saturday Eve- 
ning Post, True Story Magazine 
and True Story Group. Trade jour- 
nals will also be used in the cam- 
paign. Point of purchase displays 
back up the campaign. 


‘Look’ Names Kingman, Talento 

Woodward Kingman, automotive 
merchandising manager of Look, 
New York, has been promoted to 
the magazine’s Detroit advertising 
sales staff. Fred Talento Jr., pre- 
viously with Batten, Barton, Dur- 
stine & Osborn, has joined Look as 
assistant automotive merchandis- 
ing manager. 


it takes time to call 3 


ONE CALL DOES IT ALL 


In advertising production, time means money. Faithorn 
offers you finest quality typography, photo engravings 

and printing...all under one roof to save you time and 
money. You make just one contact—why triple your 


work? One call does it all... phone WHitehall 4-230} 


a | t h 0 mn CORPORATION : 


AD-SETTING 
ENGRAVING 


N. Dearborn St, Chicago 10, Illinois | ENGRAVIN 
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This Week in Washington... 


Okla.) will open what promises to 


Big Economic Issues Occupy Congress 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Jan. 5—Why go to 


college to study business admin-| 


| be a highly revealing hearing on 
the problems of automobile deal- 


ge in the offing, for those who 
veal their innermost secrets, ad want a concentrated course on 
you'll be paid (rather handsome-| business, will be hearings Feb. 2 
ly) for listening. ‘of the Senate small business com- 


In mid-January, for example, mittee on film distribution contro- | 


istration? Get yourself elected to members of the Senate commerce versies in the theater industry. And 


the Senate. Then the nation’s top 
business men will come before you 
to discuss their problems and re- 


committee will begin a new study | after that, some hearings on gaso- 
of the television industry. At about line price wars and possibly on 
the same time, a subcommittee un- fair trade. 


der Sen. Mike Monroney (D., | 


The Senate anti-monopoly sub- 
committee, which recently probed | 
deeply into the workings of Gen-| 
eral Motors, is resting, at least| 
| temporarily. But its chairman, Sen. 
Joseph C. O’Mahoney (D., Wyo.), 
has hinted that he may decide to 


ae 


iii 


Dalek ae 
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|picked agent of Senator Warren 
Magnuson (D., Wash.). Untested 
and completely new to tv, he is 
supposed to brief himself for the 


‘task by Jan. 17. 


The tv probe was to be the top 
item on the agenda when Congress 


begin an investigation of Ford.| assembled a year ago, but Sen. 
Possibly he hopes to learn how to | Magnuson let the year slip by. 


go about floating a successful stock 
issue. 
> i e | 
Auto Boomerang? There may be | 
some surprises for the National 
Automobile Dealers Assn. when a 
special Senate commerce subcom-| 
mittee opens its hearings on prob- 
lems of automobile distribution | 
Jan. 19. At the association’s re-| 
quest, the committee asked thous- | 


|ands of auto dealers about their | 


problems. Particularly the commit- | 
tee wanted to know whether 
dealers back up association spokes- 
men who have been pressing for a 
special anti-trust exemption to 


|legalize exclusive territory clauses 
'in dealer franchise agreements. 


Results of the survey will not be 
released until the hearings get un- 
der way, but it already is evident 
that dealers are by no means 
agreed on the need for exclusive 


* | territory clauses. In the face of 
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THE BRANHAM COMPANY — pie ree 


| this disagreement—with suburban 


dealers particularly registering 
their desire to sell whenever and 
wherever they can—there is little 
likelihood Congress will act on any | 
legislation of this type. 

As it stands now, the hearings 
will be used to provide a forum for 
those who want manufacturers to 
‘enter voluntarily into “better” 
| franchise arrangements with deal- 
ers. 

Voluntary extension of General 
Motors franchises from one to five 
|years, obtained under pressure 
from the Senate anti-monopoly 
subcommittee, is regarded as a 
start. Much praise is in store for 
| the new setup announced by Amer- 
ican Motors, which gives dealers a 
| voice in determining rates of pro- 
|duction and revises the dealer 
bonus system so that all dealers 
| benefit when sales climb. 

6 o * 

Film Re-Issue: Senate small 
| business committee’s probe of film 
_distribution retraces territory cov- 
‘ered by the committee three years 
| ago. Despite a series of sweeping 
|anti-trust verdicts, theaters con- 
‘tinue to complain about delays in 
getting better films, and about 
|terms on which films are offered. 
Democrats on the small business 
committee will be asking whether 
the Department of Justice has giv- 
en all the epee . could. 


Gas wees Federal ‘Trade Com- 

mission will be called before the 
Senate small business committee to 
discuss steps it could take in the 
face of gasoline price wars, partic- 
ularly in New Jersey. 
Early in December, when the 
'committee called in major oil com- 
panies to explain their sales pol- 
icies, all companies deplored price 
wars. But the committee came 
away convinced that these big sup- 
pliers are generating the spiral of 
price cutting by selling to private 
| brand dealers and then giving their 
lown embattled dealers special price 
concessions. 

The chief practice worrying 
committee members is the pricing 
arrangements which enable some 
| stations to buy from tank wagon 
| distributors at a price as much as 


7¢ per gallon less than others pay | 


when they buy directly from the 
oil company. 
e 

Another TV Fiasco? Three times 
‘in the past two years the Senate 
commerce committee has an- 
‘nounced full-scale investigations 
‘of tv network and station prob- 
/lems, and nothing has come of it. 
| Will the new investigation be any 
| different? 

Much depends on Kenneth Cox, 
(39-year-old Seattle attorney im- 


‘ported to run the hearing as hand- 


Business Opportunity: Want to 
build a newsprint mill? If you are 
a newspaper publisher and can get 
together with other publishers to 
|form a special corporation, Small 
Business Administration will be 
happy to help you over the finan- 
cial hurdles. 

Under a new loan policy just 
announced by the agency, each 
| publisher participating in such a 
pool arrangement can borrow 
$250,000 at 5% for 10 years. 

With 80% of our newsprint im- 


ported, and with publishers’ stocks 


at the lowest point in years, “pool 
loans to produce newsprint will be 
fostering a domestic industry for 
which there is a big need,” says the 
SBA chief, Wendell B. Barnes. 


COWS MAKE WISCONSIN 


THE READY-CASH 
FARM MARKET 


Cows—more milk cows than 
any other state in the nation 
—produce approximately half 
of Wisconsin farmers’ annual 
income of close to $1 billion. 
It’s cash income spread even- 
ly over the entire year. 
Wisconsin Agriculturist and 
Farmer is the publication 9 
out of 10 of the state’s best 
farm families read. They have 
depended on the “Ag” as 
their chief source of informa- 
tion of all kinds for 106 years. 
Write us for market facts that 
will help you take advantage 
of the selling opportunity this 
wealthy, single-medium mar- 
ket offers. 


WISCONSIN 


griculturist 


AND FARMER 
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America’s top advertisers are 
discovering the big and growing 
sportsman’s market...and they’re 
making tracks to the field’s 
leading magazine, Outdoor Life 


Last year, such advertisers as American Telephone 
& Telegraph, Chevrolet, General Tire, Lucky Strike, 
Texaco, Graflex, Viceroy, Grant’s Scotch . . . and 
many others. . . contributed to a new all-time high 
ad volume for OUTDOOR LIFE. New business, plus 
more business from long-time advertisers, is helping 
OUTDOOR LIFE set the pace in its field. 


First with sportsmen ... OUTDOOR LIFE leads in 
total circulation, and in newsstand sale. 


First with advertisers... OUTDOOR LIFE leads in 
display advertising linage, and in total advertising 
revenue. 


Find out what OUTDOOR LIFE can do for your 
product’s sales curve. Write us, or phone MUrray 
Hill 5-5400 in New York; or contact us at any office 
listed below. It’s a big story . . . you ought to hear it! 


NEWYORK + CHICAGO «+ DETROIT + LOS ANGELES 
SANFRANCISCO + BOSTON «+ PORTLAND + SARASOTA 


*Tracks shown in this ad are those of the Alaska Brown Bear 
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Wage Town’s millions largely reject the more sophisticated ways 
of “white collar’ living. Yet, Wage Earners represent 54% of our 
population, have 62% of the*Nation’s “loose money” to spend. 


Here are a few examples of typical workers and their weekly pay 
mo og 


Electrician 
m $115.82 


In the Middle Majority, the Wage Earner usually has a higher rate 
of pay than the white collar worker. 


Here’s how a Wage Earner family can have the same amount of income as 


an Executive family: 
Executive Family of 4 Wage Earner Family of 4 


OCCUPATION INCOME TAXES INCOME TAXES 


Husband Bank Vice Pres. $12,000 $1,636.80 $ 5,964 $ 818.40 


Wife Home - - - = 
Son (Age 23) Law School a _ Machine Tool Operator 3,536 511.20 
Daughter (Age 17) High School ~ - Switchboard Operator 2,500 333.60 

Total $12,000 $1,636.80 Total $12,000 $1,663.20 


aa at TRUE STORY formilies are younger, larger families with more children. Median age 
ef TRUE STORY women readers is 28 years —some 7 to 10 years younger than the readers of lead- 


ing “white collar” magazines. 


And young Wage Farners, with more to spend and larger fomilies growing up, buy more fora 
longer period of time. 
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Here’s why the Wage Earner family can have more “loose money’”’ to spend: 


Executive Family Wage Earner Family 
$12,000 $12,000 


h 323 @« | 


a 


Taxes Living Expenses (DSP) Other Taxes Living Expenses (DSP) Other 

$1,637 $6,583 $3,780 $1,663 ($26 more) $4,690 ($1,893 less) $5,647 ($1,867 more) 
Living expenses include son’s tuition and campus living costs, land- Living expenses are broken down into family household expenses, 
scaping, and other necessities to “keep up with the Jones.” and fixed expenses outside of home accruing to son and daughter. 


And here’s a way to cover the vital core of the Wage Town millions! 


TRUE STORY families are WAGE TOWN families ..and 
78% of True Story’s primary households are not reached 
°o by all four women’s service magazines combined! 


a 6% of True Story’s primary households are not reached 
& 


by all four big weeklies combined! 


AY, of True Story’s primary households are not reached 


by all four top store magazines combined! 
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“Grand Rapids is Michigan's 2nd Largest City, 
but it’s only PART of our market!" 


. . « Says Russell J. Smith 
Grand Rapids Food Broker 


many other northwestern Michigan cities are just as 

t to us, and that’s why we always ask for The Herald 

Grand Rapids advertising schedules. We know from 
experience that The Herald is more influential throughout this 
territory than a other single newspaper. During the Ist 
6 months of 1 we increased ovr Hi-C Fruit Drink sales 
over 25% over the Ist 6 months of 1954...and a great 
deal of that success was due to the ads we ran in THE HERALD.” 


Member of Federated Publications 


REPRESENTED NATIONALLY BY 


~of the World SAW YER-FERGUSON-WALKER COMPANY 


| 


Advertising Age, January 9, 1956 


Coupon Book Promotions Have Low Rating 
with Local Merchants, NBBB Survey Shows 


New York, Jan. 3—Eighty-three 
local chambers of commerce re- 
cently took part in a survey con- 
ducted by the National Better 
Business Bureau to determine the 
results and effects of coupon book 
promotions. 

Results of the survey show 63 
chambers opposed to such promo- 
tions because of unfavorable ex- 
periences in their communities, 
while 6 reported favorable exper- 
iences, 7 reported inconclusive 
results and the remaining 7 re- 
ported no experience. 

“So-called ‘coupon books’ have 
been widely used for many years 
as a trade stimulant,” NBBB says 
in its report. “They may originate 
with and be used by a single mer- 
chant or, as is more commonly the 
case, they may represent a pro- 


All postmarks are actual reproductions. Post 
offices mentioned in the text really exist. 


Grit has 


a couple of 


“braggs” itself 


We took our Pointer (Ky.) the other day, and went 
on a statistics-Hunt (Ark., N.Y., Tex., W.Va.). We 
hope you'll condone a small brag or two. 

For 1955 was a record Grit year, in both circula- 
tion and advertising. The former jumped more than 
8%—to better than 800,000 in 16,000 small towns 
throughout America. And more and more advertis- 
ers discovered in Grit their best entree to America’s 
least exploited market—true small towns remote 
from big cities. The best came toward the end. The 
November 20 issue, for example, carried a greater 
dollar advertising volume than any other in Grit’s 
73-year history—by a rousing 28%. 

Which is as it should be. Grit is unique. It has 
more to offer small-town people than any other 
national weekly. It's the only one edited specially 


for them. It’s as friendly as a Main Street ‘‘Hello,”’ 
and it talks about the things Main Street talks 
about. No other national publication comes close 
to its 58.54% circulation concentration in towns 
of 2500 and less, and none is likely to. 

And Grit sells small towners. We can't emphasize 
that too much, because we've 20 years of specific 
proof to back it up. If you want more sales, adver- 
tise in Grit. Grit sells small towners. 

Right here we'll Dare (Va.) a prediction for Fifty- 
six (Ark.). Grit will again set records for circula- 
tion and advertising, and Grit advertisers will con- 
tinue to score substantial gains in small-town sales. 


Grit Publishing Co., Williamsport, Pa. « Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 


motion involving many merchants 
in a community. It is with the pro- 
motion type of coupon book 
scheme that this report is con- 
cerned. 


= “Coupon book promotions are 
usually launched in a community 
by an outside promoter. Local 
merchants are solicited to give a 
variety of free services and mer- 
chandise to members of the public 
who purchase the promoter’s cou- 
pon books, on the theory that this 
will attract new customers to the 
merchant's establishment. 

“The promoter then prints and 
sells the coupon books to con- 
sumers at a modest price—about 
$2 or $3. Each coupon is redeem- 
able for certain specified mer- 
chandise or services at specified 
stores that have entered into the 
promotion. The merchants do not 
receive any part of the money 
collected from the sale of the 
books—all of it goes to the pro- 
moter.” ‘ 

Unfavorable experiences. re- 
ported to NBBB range from for- 
gery and misrepresentation to cus- 
tomer complaints and bankruptcy 
of merchants. Promoters have 
been found to oversell coupon 
books by setting up “boiler rooms” 
from which telephone calls are 
made to almost every private cit- 
izen in the phone book. 


® “Merchants who have partici- 
pated in many of these promo- 
tions,” the bureau says, “find 
themselves in immediate and 
drastic difficulties. For example, 
one beauty shop reported to its lo- 
cal chamber of commerce that, if 
it had honored all the requests for 
free service made by purchasers 
of the coupon book, it would have 
had a full year of solid free ap- 
pointments.” 

Several chambers reported in- 
stances in which service establish- 
ments of this type were actually 
forced out of business by the over- 
whelming flood of “free custom- 
ers” resulting from coupon book 
promotion. 

“The reputable merchant who 
has entered into such a promo- 
tion,” the bureau says, “often is 
forced through sheer self-preser- 
vation to renege on the agreement, 
and finds that he has seriously 
damaged his reputation.” 

Chambers that reported favor- 
able experiences with coupon 
book. promotions emphasized the 
necessity of controlling the pro- 
motion from the outset. 

The NBBB itself urged that for 
any promotion in their area, lo- 
cal chambers should find out in 
advance the exact number of 
books to be sold in the community. 
It also suggested checking the ex- 
periences of at least ten other 
communities in which the pro- 
moter has already sold his books. 


Emil Mogul Elects Nine 

Nine officers of Emil Mogul & 
Co., New York, have been elected 
directors of the agency. They are 
Emil Mogul, board chairman and 


|president; Charles L. Rothschild, 


exec. v.p.; Seth Tobias, v.p. and 
plans board chairman; Myron 
Mahler, v.p. and creative direc- 
tor; Rino Negri, v.p.; Milton Gut- 
tenplan, v.p.; William Jacoby, v.p. 
and head art director; Richard 
Lockman, v.p. in charge of drugs, 
cosmetics and toiletries, and Hel- 
ene Mogul, secretary-treasurer. 


ABC-TV Signs Best Foods 

Best Foods, New York, has 
signed for three participations a 
week on ABC-TV’s new “After- 
noon Film Festival,” which starts 
Jan. 16. This is the first sponsor 
signed for this two-hour feature 
movie series. Dancer-Fitzgerald- 
Sample is the agency. 
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} Collins, Miller & Hutchings, INC. 


* don’t know which came first, the chicken or the egg, but we do know who comes 
ss 
first with us...our clients. Without them and the confidence they 


placed in us, our small beginning could never have grown into 


America’s Finest Photoengraving Plant for Letterpress and Gravure 


) 
; 
| 
: 


We take this means to express our sincere gratitude 


CM&H/333 WEST LAKE STREET, CHICAGO 6 
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Singer Ads Will 
Promote $125,000 
Write-Sew Contest 


New York, Jan. 3—Augmenting 
its regular advertising schedule, 
the Singer Sewing Machine Co. is 
launching a heavy newspaper, 
magazine and tv drive to promote 
a $125,000 sewing contest. 


Based on the success of Singer’s | 


national dressmaking contests for | ~~ : 
& 'minum Co. of America and has 


teen agers, this competition gives 
women over 18 a chance to show 
off their sewing skill. Cash prizes 
total $45,500, including $25,000 for 
the top winner. Regional and local 
winners will receive 66 Singer 
slant-needle sewing machines, plus 
more than 1,700 merchandise 
prizes. Thirty-three finalists will 
receive five-day all-expense trips 
to New York. 

Unusual sewing skill is not a 
requisite for taking home a prize, 
since all women entering the sew- 
ing contest also are eligible to en- 
ter an essay contest which offers 
trips to Europe and Bermuda. 


s To promote the contest, Singer 
will use newspaper insertions 
ranging from 300 to 700 lines, to 
* be used in the 1,700 cities having 
Singer sewing centers. Frequency 
of insertion will be determined by 
local sewing center managers. 

The national media schedule in- 
cludes pages in Life Jan. 16 and 
Look Jan. 24, plus four commer- 
cials on the Singer “Four Star 
Playhouse” (CBS-TV). 

Entry blanks will be available 
at the local sewing centers from 
Jan. 2 to March 31. All entries 
(only dresses or casual wear will 
be accepted) must be made in the 
Singer “budget course in home 
dressmaking,” conducted through 
the local sewing centers. One win- 
ner will be selected in each center 
and will be entered in a regional 
contest. Regional winners will then 
come to New York in June for the 
Grand Sew-Off, in which each will 
make a dress for a professional 
model. These dresses then will be 
judged equally with the dresses 
made in the sewing classes. 

Contestants in the essay contest 
will complete in 50 words or less a 
sentence beginning, “I enjoyed 
making a dress at my Singer sew- 
ing center because...” Success or 
failure of the dress submitted in 
the sewing contest will not affect 
the judging of the essays. 


BACON gets CLIPPINGS 


@ Make sure you get all published 


items about your or your client’s 
business each month. Bacon’s 
Clipping Bureau regularly clips over 
8,240 publications for over 1,000 
clients. Approximately 100,000 | 
clippings sent out per month, from 

business, farm and consumer pub- 

lications. An invaluable service to | 
ad managers, agencies, publicity 
and public relations men, research- 
ers and others. Write for free 
booklet No. 55, “Magazine Clippings 

Aid Business.” 


Two new books to help you | 
handle publicity more | 
effectively . 


2 
o 
Fs 
° 
— 
= 


Coded by editors. Shows publicity 
used in 3,240 business, farm a 

A consumer m zines in 99 morket 
A groups. Invaluable for making re- 
lease lists — assures sending each 
h editor material desired. ira! 
bound fabricoid, 6%" x 92" — 
256 pages. $15.00. Sent on approval. 


BACON'S ALL-WEW PUBLICITY HANDBOOK 


How to plan publicity using 14 basic 

types. Help on release lists, writing, 
; ieten. budgeting and checking 
results. 37 illustrations, 6 case 
studies. 544" x 8%"— 128 pages. 
A $2.00—Sent on approval. 


ScAcen’s CLIPPING BUREAU 
343 $. Dearborn $t Chicago 4, Illinois 


St. Regis Paper Moves 


Account; Names Stake] A.M. 
St. Regis Paper Co., New York, 


has moved its advertising account 


| from J. M. Hickerson Inc. to Cun- 


ningham & Walsh, New York. 
The company also has appointed 
Frederick C. Stakel advertising 
manager. Mr. Stakel formerly was 
an account group supervisor in the 
Boston office of Batten, Barton, 
Durstine & Osborn. He also has 


been advertising manager of Alu-| 
'tising manager. 


| advertising manager of the Regis- | 
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been with Brown Co., Scott Paper|Cellomatic Advances Zingaro | Publications for the past eight 
Co. and E. I. du Pont de Nemours; Gilbert Zingaro has been ap-| years in both Building Supply 


Co. pointed exec v.p. in charge of op-| News and Practical Builder sales 
erations for Cellomatic Corp., New | capacities. 
‘Register-Guard’ Boosts Two | York, producer of cd animation 
n with the Heaven Hill Names Staples 


E. C. Pressman, formerly retail | techniques. He has 
company for several years. Heaven Hill Distilleries, Bards- 
town, Ky., has appointed Staples 
Industrial Boosts Trimble | Advertising, Louisville, to handle 
Industrial Publications Inc., Chi- | advertising for its Heaven Hill 
cago, has appointed Marsh P. and Old Heaven Hill whiskies. 
Trimble business manager of Newspapers, trade publications 
| Building Supply News. Mr. Trim-|and point of purchase material 
‘ble has represented Industrial) will be used. 


ter-Guard, Eugene, Ore., has been 
named advertising director of the 
newspaper. Robert G. Christenson 
has been promoted from the ad- 
vertising sales department to suc- 
ceed Mr. Pressman as retail adver- 


NBC SPOT SALES 
IS PROUD TO 
WELCOMIE 


TV 


DENVER 


NBC Spot Sales is happy to announce that 
effective February 1, KOA-TV, VHF chan- 
nel 4 in Denver, Colorado, joins the roster 
of great television stations which it repre- 
sents nationally. 


308,800 families, with an effective buying 
income of nearly 1.7 billion dollars, live in 
KOA-TV’s coverage area. And KOA-TV 
leads all other Denver TV stations in over- 
all share-of-audience. 


A sure way to reach and sell a prosperous 
and growing market — 


KOA-TV 
represented nationally by 


SPOT SALES 


80 Rockefeller Plaza 
New York 20,N. Y. 


also representing television stations wrca-Tv New York, 


WNBQ Chicago, KRCA Los Angeles, Ksp-Tv St. Louis, wRc-Tv Washington, D. C., 
WNBK Cleveland, KOMO-Tv Seattle, KpTV Portland, Ore., WAVE-TV Louisville, 


WRGB Schenectady-Albany-Troy, KONA-TV Honolulu, Hawaii. 
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James Lees Boosts John | the Field Bldg. to the newly com- | Dodge Joins Stoetzel 

Frederick C. John has been! pleted Prudential Bldg., where it Fred W. Dodge has joined the 
named advertising manager of | will occupy the top three business | account executive contact staff of 
James Lees & Sons Co., Bridge-| floors. 'Glenn, Jordan, Stoetzel, Chicago. 
port, Pa., carpet manufacturer. Mr. |'He was formerly with Celotex 
John, formerly assstant advertis- Kresge Co. Promotes Two Corp. as product advertising and 
ing manager, succeeds Carlton R.| Arthur S. McCall and Henry sales promotion manager, and with 


Asher, who was advanced to di-| E. Mertins, buyers for S. S. Kresge Fuller & Smith & Ross, both oF 


rector of advertising and sales pro- 'Co., Detroit, have been promoted | cago. 
motion last May. to divisional merchandise mana-| 
|gers, new positions. Mr. McCall) Hearst Names Four to Board 
Needham, Louis Moves Offices joined Kresge in 1925, and Mr.| Four Hearst executives have 
Needham, Louis & Brorby, Chi-' Mertins joined the company in| been named to the board of di- 
cago, has moved from its offices in| 1921. rectors of the Hearst Corp. They 


{are Fred Drake, publisher of| 
| erper's Bazaar; Harry Dunlap, Quick, Elegant 
publisher of Good Housekeeping; Skillet Suppers 
Frank J. Nicht, general sales man- F 
ager of King Features Syndicate, 
and Kingsbury Smith, general 
manager of International News 
Service. 


Shea Joins ‘Town & Country’ 

Joseph A. Shea, formerly with | 
| Witty Bros., has joined the east- | cenctous comme mess 
/ern advertising staff of Town &| “"="—=—="sun 


NBC SPOT SALES 
IS PROUD TO 
WELCOME 


Radio 


DENVER 


NBC Spot Sales is happy to announce the 
return of KOA-Radio, effective February 1, 
to the roster of great radio stations which 
it represents nationally. 


KOA-Radio, with 50,000 watts power, serves 
Denver . . . a top ranking metropolitan area 
... and 302 counties in 12 states. It has been 
delivering coverage, circulation and results 
to advertisers for 31 years. 


Let dominant KOA-Radio sell for you in 
the Western Market. 


KOA-RADIO 
represented nationally by 


SPOT SALES 


30 Rockefeller Plaza 
New York 20, N.Y. 


also representing radio stations wrca New York, 
WMAQ Chicago, KNBC San Francisco, Ksp St. Louis, wRc Washington, D. C., 
WTAM Cleveland, KOMO Seattle, WAVE Louisville, KGU Honolulu, Hawaii, 
and the NBC WESTERN RADIO NETWORK. 
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SKILLET SUPPER—Green Giant Co., 

LeSueur, Minn., offers a sktilet for 

two Niblets labels and $3.25 in 

this ad in This Week Magazine 

Feb. 5. A spread is scheduled for 

Life Jan. 30. Leo Burnett Co. is 
the agency. 


1 offers you 


the Most Complete 
Toy Balloon Service 


AT Pe ibrar WE " 


\ x Greatest Variety 
Bi_Sizes—Colore 


; 


_* Highest Quality ‘ 


+ The Most Competent ; 

_ Consultation &g§ 

“3 Service on Balloon 

Promotion and Premiums 
i / the loug Ma 
Mt pays to deal 

with the Leader! j 


Write for New 
Price List 


The OAK RUBBER CO 


r 


220 SYCAMORE + RAVENNA, OHIO 
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...Sure lure for sales! 
58% of 1,066,279 Elks are active fishermen. 


Their median personal income is $6,740 enabling them 
to buy any equipment sold for sport fishing. 


Articles of well known fishing authorities will appear 
in the Elks Eighth Annual April Fishing Issue. 


You'll agree these facts make The Elks for April 
a sure lure for sales. Closing date is February 15th. 


Largest circulation of 
any fraternal magazine! 


MAGAZINE 


New York « Detroit « Chicago + Los Angeles 


Ryan Named President of | 
P. F. Collier & Son Corp. | 

John G. Ryan, v.p. and general | 
manager of P. F. Collier & Son > 
Corp., New York, for the last two | 
years, has been named president 
of the company, a wholly-owned | 
book publishing subsidiary of) 
Crowell-Collier Publishing Co. He | 
succeeds C. F. Norsworthy, who) 
has resigned. Mr. Norsworthy was 
a member of the board of directors 
of Crowell-Collier until last July, | 
when he and 10 others were dis- | 
placed. | 

John Boe, Chicago regional! sales 
manager, succeeds Mr. Ryan as 
v.p. and general manager of Col-| 
lier & Son. 


Comics Section Ad Series 
to Boost 10 Products 
Puck—The Comic Weekly and 
affiliated Sunday comics sections 
will carry the first in a series of 
retail drug store promotions on 
Jan. 29. Ten products will be| 
| pushed in full-color ads. The prod- | 
ucts: Tums, Colgate dental cream, | 
Rise shave cream, Pond’s, Angel 
Skin, Serutan, Mentholatum, All- 
in-One reducing vitamins, Wood- 
bury face creams, Wildroot cream 
‘oil and Pepsodent toothpaste. 


Togor Launches ‘Bounty’ 
Bounty, a 25¢ coated-stock 
monthly that will satirize current | 
levents, is being prepared for 
| spring publication by Togor Pub-| 
lications, New York. The maga-| 
|zine will measure 8% x 11”. Ad-| 
vertising rates will be announced | 
later. George E. George, Washing- | 
ton attorney, is chairman of Togor, | 
and Jaromer Tobias, New York! 
business man, is publisher. Ivan! 
M. Annenberg is consultant. 


ARE YOU 
HALF-COVERED 


NEBRASKA’S OTHER BIG MARKET? 


ne - 


MONDAY THRU FRIDAY 
1.00— €:00 p.m 
6:00 — 11:00 p.m 


SATURDAY, 


| = 


100— 600p.m. | 
6:00 — 11:00 p.m. 


50 
53 


52 
50 


34* 
35 


47-COUNTY 
LINCOLN-LAND AREA TELEPULSE 
Shore of Audience — September, 1955 


KOLN-TV 


| 
| 


*Does not broodcos! for complete period ‘ond the shore 
of audience is unodjusted for this situation 


“se” 


oa 


LINCOLN- | 


| 
| 
| 
| 


KOLN-TYV, one of America’s great area stations, covers | 
Lincoln-Land, 95.5% OF WHICH IS OUTSIDE THE. 
GRADE “B” AREA OF OMAHA. This important market is_ 
Rieeeee | came as independent of Omaha as South Bend is of Fort Wayne— | 

| Hartford of Providence — or Syracuse of Rochester! | 


Lincoln-Land consists of 42 counties with 200,000 families 
— 125,000 unduplicated by any other TV station! 


Telepulse credits KOLN-TV with 138.1% more afternoon | 
| Lincoln-Land viewers than the next station — 194.4% more | 


os nighttime viewers! 


and Northern Kansas. 


o> 


Avery-Knodel, Inc. 
Exclusive National Representatives 


~, Zz G hi 
She ‘telyer Hations 
WKZO. TY — GRAND RAPIOS KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
W JEFF — GRAND RAPIDS KALAMAZOO 
KOUN-TY — LINCOLN, NEBRASKA 

Arocated with 

WMBO RADIO — PEORIA, ILLINOIS 


22 Let Avery-Knodel give you the whole story on KOLN-TV, 
the official CBS-ABC outlet for South Central Nebraska | 


CHANNEL 10 © 316,000 WATTS * 1000-FT. TOWER | 


KOLN-TV 


COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIG MARKET 
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Getting Personal 


Roberta Landman and Jay Schiller, media research supervisor 
for ABC, were married Dec. 18 at Aperion Manor in Brooklyn and 
are now honeymooning in Miami .. . Pola Chasman, writer and pro- 
ducer of her own WQXR radio show, “The Spoken Word,” was mar- 
ried Dec. 21 to Robert Ellis Miller, tv director now heading a project 
in educational tv for the Ford Foundation. . . 

George Ketchum, president of Ketchum, MacLeod & Grove, has 
been elected to the board of directors of Natco Corp., Pittsburgh, 
manufacturer of structural clay products. .. ABC commentator John 
MacVane has been reelected president of the Assn. of Radio News 
Analysts. John Vandercook, also of ABC, was elected assistant sec- 
retary-treasurer. . . 


SOME PARTY!—Mike Giuseffi (right), mail room employe at American 
Broadcasting Co., happily pockets the keys to the Chrysler New 
Yorker hardtop car he won at the company’s annual Christmas 
party. Robert E. Kintner, network president, offers congratulations. 


Robert R. Burton, v.p. and account executive, Needham, Louis & 
Brorby, Chicago, has been named chairman of the advertising group 
in the allied arts section of the business division in the 1956 Heart 
Fund drive, Chicago Heart Assn. . . 

Otto Silha (business manager of the Minneapolis Star & Tribune), 
and his wife Helen are parents of a third child, first daughter, 
named Alice Barbara, born on Nov. 29... 


ALL HANDS ON MALONEY—Bill Maloney, of McAdams & Baird, pulls in 
a big one, enthusiastically assisted by (left to right) Frank Leonard, 
Campbell-Ewald; Benson Inge, Ted Bates; Dick Bellamy, Kenyon & 
Eckhardt; John Sasso, G. M. Basford; and Art Schofield, Storer 
Broadcasting. Occasion was the Miami fishing trip given by Storer 
for the “Bleeders,’” New York association of advertising and pro- 
motion men. The group visited Miami on a three-day whirl spon- 
sored by the City of Miami Beach and Lincoln Road Assn. 


Roy McKee, head of McKee & Albright Inc., Philadelphia agency 
which shut down on Dec. 31 because of retirement of the two 
principals, sent out a Christmas card picturing the front door of 
his office at 1809 Walnut St., with a sign on it reading, “Gone 
Fishing.” . . 

Samm S. Baker of the executive staff of Donahue & Coe, New 
York, was named one of the five most promising mystery story 
writers whose books appeared in 1955. The nomination was made 
by Anthony Boucher in his weekly feature, “Criminals at Large,” 
in the New York Times Sunday book review section. Mr. Baker 
was selected for his paperback “One Touch of Blood,” published 
last spring by Graphic Publishing Corp... 

The annual “Monster” chess tournament at the William Hart Ad- 
ler agency, Chicago, was won by Art Desmond, p.r. manager. Sec- 
ond prize was won by John Petrie, assistant to the president, and 
third, by George Bromberg, creative director. Permanent possession 
of the trophy will go to the first three-time Monster... 

Don Braman of Olmsted & Foley Advertising Agency, Minneap- 
olis, has been named by the Chamber of Commerce as general 
chairman of a city-wide open house week at Minneapolis business 
and industrial companies next spring... 
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Practical 


Builder 


+ 


...the plus you don't see 


When you pick up a copy of Practical Builder you see the 
work of the men who produced that issue; but what you don’t 
see are the other men who, directly or indirectly, influenced 
the concept and content of that issue. They are the men 

who edit the other 5 magazines produced at Building Industry 
Headquarters. Our family of editors is a large family: 

35 seasoned men who work full-time at the building business. 
As the largest magazine publishers in the building industry, 
Industrial Publications Inc, naturally has the greatest personnel. 
We have been at it longer and we serve more industry 
factors: manufacturers, distributors, jobbers, dealers, builders. 
Building industry veterans that we are, it is easy to see why 
readers and advertisers alike regard us as the most influential 
publisher in the industry...the fountainhead of authentic 
information on every phase of building. Thus you get more 
than PB when you buy PB. You get “the mostest of the 
bestest”’...the men who not only pack each issue with views, 
news and ideas but who originated and pioneered such 
industry-wide crusades as “Spend for the Home First} “Smart 
People Build before a Boom; “Your Only Real Security, 

a Home of Your Own” and many others. Solid stuff to think 


about when you buy white space in the building industry! 


©INDUSTRIAL PUBLICATIONS, INC., CHICAGO 3: 

Publishers of Practical Builder, Building Supply News, 
Building Material Merchant and Wholesaler, Ceramic industry, 
Brick and Clay Record and Masonry Building. 
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Advertising Age, January 9, 1956 


545 | Koponen went to psychological lit- whole nation the results of a mo- 
Motivation Critics erature to show numerous exem- 7. * atte: tivation research study based on a 


; ples where projective techniques | sae a Cm single social class in one city,” he 
Have Field Day at such as the Rorschach ink blot test | a , me # a ae said. 
Marketing Meeting had failed miserably in clinical | e oe 7 i Mr. Koponen allowed that there 
| practice. ax a , ae is a place for projective tech- 
New York, Jan. 3—Critics of| In several of these cases, it was a . | eS ae niques in market research—but 
motivation research carried the | found ihat better results could be if : ‘| + pee: only in the hypothesis and idea- 
day at last week’s winter confer-| obtained by tests utilizing direct a i os ae, ool gathering stage. He insisted that 
ence of the American Marketing questions. In one case, results of | s ‘d sh these ideas must then be subjected 
Assn. a Rorschach test actually turned ‘ ps ‘ , ae to objective validation. The big 
The use of projective tech-|out to be “even worse than - . s d Tag danger, he said, is to call “the ini- 
niques in market research came | chance.” - oe y i tial idea a conclusion.” 
under withering fire. The head! Mr. Koponen said the record of ae g 1, oi eS 
prosecutor was Arthur Koponen, | projective techniques in clinical " as ® In the question period that fol- 
a media representative at J. Wal-| practice would probably be worse (as ; lowed, researchers and academi- 
ter Thompson Co., who appeared |if all the unsuccessful tests were . : cians in the audience picked up 
in a panel session with George reported. It is usually only the suc- | where Mr. Koponen left off and 
Horsley Smith, professor of psy-| cessful ones that are reported, he ADVERSARIES—One of the liveliest sessions at the AMA meeting | directed some searching questions 


ee ey lll cee pitted J. Walter Thompson's Arthur Koponen (right) againat |3t Prof, Smith, who had upheld 
4 George Horsley Smith, professor of psychology at Rutgers Univer- search tools (AA, Jan. 2). 


itz,| 8 . - : ‘ 
ments advanced by Alfred Polits, Mr. Koponen stated that projec sity and consultant to Dancer-Fitzgerald-Sample. Mr. Koponen sub- The academicians, in particular 


Mr. Koponen asserted that it was | tive techniques by themselves fail| * Spatior : be , 
wrong and dangerous to accept|to merit the description, “re-| jected projective techniques to sharp criticism, got Prof. Smith to | expressed concern over the way 


projective techniques as scientific|search,” because of their lack of admit that these techniques are mainly useful in production of un- | motivation research outfits were 
research tools. He said they “have | objectivity, interviewer bias, dis- | tested ideas and hypotheses. making sweeping generalizations 
not proven their worth” in psy-| regard of sampling standards and | unjustified by the data at hand. 
chology, not to, speak of marketing. |—-perhaps most serious—their fail- | amazed to find that research com-_, or no attempt to secure representa- | Several speakers also deplored the 

| ure to allow data to be scrutinized. | panies which “preach cultural and | tive samples. “There can be little | tendency of motivation researchers 
"= To document his case, Mr. | The JWT man said he was| social class differences” make little justification in generalizing to the|to exalt the “why” of an action 
while ignoring the objective fac- 
tors. This has led, one observer 
pointed out, to marketers saying 
they don’t care what happened, 
they only want to know why it 
happened. (See last week’s AA for 
report on Henry Schachte’s talk 
before the AMA meeting.) 


® Prof. Smith, who is a consultant 
to Dancer-Fitzgerald-Sample, was 
forced to admit that commercial 
motivation research has produced 
some “sloppy” work. He tried to 
explain it away by saying that the 
nature of commercial research de- 
manded simple, striking answers 
on which clients can act imme- 
diately. He said that there are 


4 / a2 . Me, Ed Ey times when an untested idea un- 
Av ies earthed by projective tests can 
ad a rs prove of immediate help to a copy- 


writer, for example. 
——e . 2 ‘ Bie "i Clients, explained Prof. Smith, 
Oklahoma City is ayy wor. aang Me “4 ' { tend to be impressed with new 
new homes, new office buildings, cnepps , ; ideas coming out of these psychol- 
centers, military construction, medical build- 3 < ogical tests. He reported that when 
ings—and retail sales! : :" Ths a motivation researcher presents 
. . F j ih *'s one of these ideas, the client will 
The center of an area of diversified incomes veer GAG cael dian “Senntiin, fon 


and natural resources—Oklahoma City’s rapid et : don’t say. I didn’t know that.” 

growth in recent years has established sales oo a wy Because of these reasons, Prof. 
gains records among the best in the nation. he ease hj itt aie Smith said it was probably best 
Oklahoma City led the nation in department . Late Se : igs : that basic research should be left 
store sales gains in 1954 and was in sixth place . to the academic world. He didn’t 
at the end of 10 months in 1955, with a 12% see how researchers in advertising 


increase over record-breaking 1954. could advance the cause of science. 


Keep up with the sales growth in Okla- te i 
homa with advertising in the only newspapers 0 ey . Y gy aha i. 
hich completely cover the growing Greater eh ; “a satan thao ene 9 ae 
klahoma City market—The Daily Oklahoman tl oy Sector of Orel Hygiene Publica 
ae eames Cg: Staves, f F o4 tions, Pittsburgh. He will continue 
bs a a as a consultant. 
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The Farmer-Stockman * WKY * WKY-TV Se hae aad . Oo N SOLIDATED 
Represented by The Katz Agency ; ter t ; ia TAKES THE PULSE of the 

oy ? aation’s news. The beat means 
little—the count means much! 

. .We read practically all daily 
and over 6000 weekly English 
language newspapers for per- 
sons and establishments whose 
names are a Blue Rox of Who 
and What. Let us serve YOU. 
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431 SOUTH DEARBORN STREET, DEPT. 
CHICAGO 5, IELiNOIS 


170 FIFTH AVENUE, NEW YORK 10, WN. Y. 


LS ee ee ge id oa de Heo Bae, RAE ed S =2 - Saget 4 ' ra oe eee. on ee aeeeee au at ame 6 Pe |). ee uct: PRR Se Sot a 
ER AU an, Fad MCE A Rie aa fe): Te RE Ra oF Sor heey F ‘eter canta branes ae. ky ae oes ee by Geman ys ae OS et GR eee or ~ = 
ae Spire, itd PERNT ee ee ee eee er ee GG er 10 2 ees oo So es, ee 
“yo eR a a A he Bees ° os Var : : Lat ere Seat pees Mens a By Se) | EEE Be Bee So ee — ee 
Jos tee ‘ '- i & Fi 7S i ‘ F eee) a Se = as: 
ate ia: » 3 ; . 
ay pe . F 
‘ota ae 
2 eee ’ 
aR a 
Behe 34 
te } 
aitees say) ee 
if 
ee 
vee s 
te ; 
hs get : 
pe © ; 
1s kgs : 
[Agie> f 
Wee 
nt aes : 
i a = 
ANY ' 
aie ; 
» Tt Sal 
i a 
tae) > ~ 
eS 
wae Me iae \ 
‘acts. : { 
ee: < \ 
fo Pe 
[fe Ste Le : 
yl ee 
ena 
i" gl 
aa 
Pi. eae 
467. 
‘gc, eT 
ss a ie 
Heh ON 
44 
af oe 
et hes 
ot ae 
sagt 
hal: Pink 
ete tard 
aia 
ries. 
Aa 
ace tear 
Bil 5 4 ' 
Wey + 
aoe Ke 
2 
A 
er fe 
re. 
a D6 ‘ 
a! 
and 
7 oa oe 
bh ete | 
i my 3 
as 
at 
ack es 
<1) i tesa! 
eee 2 é aE our ; 
nae QUA’ USL i | 
ahs % . 4 
‘a ee 
bie ‘ ; : . | 
ae? 2 BE 5 a 
fae * % oe 
Seopa F ; Ps 
ae ethene Ce 4 , . ] 
bhiie <6, : 
ot ee . 
ets:  _ 
ise eam na is / een wee Cigae 
Ci ae > ee wine may ae. gree pee @ \ 
be he a Bet 7 ee teth 
Eg vs oP io. eee SARs & Cae aire | 
Pl Sa ea fa Reis rie ee | 
oe of os a Boe, OU eg esa 
Bree 4 ie. tia ua om Piss 2a RNRN 
Tt Raa BY Paes va 
iio 
-: 
a: 
asaS: : 
Bis ; 
a an 
egies ey 
leas ; 
Pee : -F 5 
Appian 
Pr atau 
jae : | 
—~ (h 
5 Ae 
Te he 
Hi ale ‘ 
oe ae 
ay i | 
stag 
os | 
eg 
eS 
Ps 2 
Chars & _— ee 
Se 18 
me 
Beef 
era co 
Bsa 0. 
eae | 
Fo ' 
Ke E 
= eg 
sak | 
Seis | 
“ie Sian j nd be ow Sa j 
ie is We ye a ee ‘Ear ae 
yall Be gs Fame es a ele 
at 61 * "EY lar - ae gee ry 4 4 , 
hae wT 39 NM ORS Sele Area 
Brit, | 5 Guat ee ee tat 
feciig to f -— ates "Dae epee se ee fee 
eo fs —_— ' Pere “ess 
a Be | - Se gy ct ht 4 
aha “e a) re ey Py 
am EN a a : ‘ ' . ee ee ee “ 
BYE ys Ts ee ow _——- id \ a + 2g, ot Soe 
<2. Cf a . ‘ le ee? hey 
vg tles ' ed } ee a t ‘ os, \ 
ied bo . eq =» ——. + he f, ‘, is ra 
tied : - , 
hate a | f 7 “. 4 
a a. : : j . 
mall. af. = ‘uae by | 
ea, ‘ ’ | * = : s F 
m0 i 4 5 \ } i: . } ; 
ore hae : ; ‘ A 
sh | o —_ | 3 “cali % 
on yp inae — " ‘ ' 
of al < ; — seg ; ay t C- Pp C- B 
3 it “ : f -) 
partes, A! ’ b« P er ag : or plies ; 
aa? F- Ve iy = ee eer Rea ae et ete 
K) ae “! id ies. % ate fe ~ 
je ay + - “eeu d 
te Ba 
en |" 
| 
= a : 
He 
nati 
Tse 
Yes : 
isi Lon) 
Bie ine: 
ies | ah 
EY fae: oe 
A oe ‘og 
i} ee ‘Rab’ . a : ra. 7 Tm ” 
ap) tans cn — } +a . : a ke 
BA Nhs ae i ” EE | : : bea . “we 4s ihe 
EN “ c. ane & a a aie “ < | ro Wess ¢ 
pie 6 ~s : 2 Y . : a Rees: * 
fee ] yo ., a st “eh ” a ~ a et BS . 
ites , Stel ea yf Fe seit — > oe be ee - i oa .~ ee ta i A p 
Ae | 7 coe ‘) - bees pow: oe me Ag a 2 Sa » 
2 a as fe Ey Ks Sant a neat t taakk a . ee he =f see: # i tts 7. ; 
Ries aa dec oa ‘ > 1s ae ‘ a to sit 
oe . sas Withee Sasa, Se aa he ." sa ina aaa a eee Pm af 3 ae i 
ey s catia ; tet Ss ”_ et) . a. 2 Pe eee $ 3 : 5 jovi 
Bc) . ~<a ENG y a ie wes . me ee ve ei: tom ; ~< f 
ee Peat * “. fie NS ta pe x * ’ — é e 
bie a a ‘ dae » 7 — eee _ _ wi r . s F 
Bsfen ' ‘ 
a 
pati: 
apa 
— a. 
plete s : 
er, kina . f : t , 4 3 é. _ ; ee! i ee ae , 5 | (ae ee F 7 q “eo eee Sl See ee an 
ots pigs die en ON re WD Kt he SMe hie i Ve (ae ie oa ate ne Sand £ ie : : ie a AOR Te et on eee ae amy 
+ eee rae Bes Sh ne Pe Re Pye ‘sat 4 me na 55 gg Fe ieee > ¥ te Eo hp eS Oe MR Se ——) a eos -—— + ie ae - 
Sl Pies SOR EP eae tin ee od Lae hg aa ‘ ant Be ed es id ot) Ree S| Se er ui 5 CMR 


ee es 


7 


“« 
30° % 


=v 
= 
a Wont got 


. . 1} 
\ mer 


BS Se 


5 yore ae oe ” 
aw se ae 


«Ga « ‘ 
+. tas VW 
a +t \ 


and again in 1955 
The Post-Gazette 
scores another 
all-time high 
in advertising 


Few newspapers in the nation—certainly no other 
in Pittsburgh—can point to such a record as the Post- 


Gazette's! 
Imagine! All-time record highs in total advertising 


in four of the past five years! It might have been five 
out of five except for Pittsburgh's department store 
strike through all of 1954. 

1955 was the biggest year in our 170-year history! 
Yes, more and more advertisers are turning to the. 
Post-Gazette to build their sales in America's eighth 
market because... 


Something HAS happened in Pittsburgh! 


Pittsburgh Post-Gazette 


Fastest Growing Newspaper in America's Eighth Market 
REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 


Source: Media Records 
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‘True’ Marks 20th Birthday with Blast years can gain almost universal called the publication and were re-| known that “men are the bosses.” 


acceptance.” ferred to the ad agency. They told | This is according to John Miller, 

at ‘Myth’ About Female Buying Influence True, which, as its name im- us the information came from a advertising manager, who adds 

: , plies, delights in felling fallacies,| survey in 1953 by one of the big flatly that men “either make the 
New York, Jan. 5—That mis- | the Institute of Life Insurance—| takes on an awesome antagonist in four magazines—Collier’s. They | purchase or dictate the brand se- 
ogynous magazine, True, will mark | and borrowed from that source in| the same presentation—the Ladies’ | told us the information came from lection. 
20 years of publishing with | aia chart that appeared in the New Home Journal, which had the te-|one of their people in Detroit—| “This is still a man’s world,” he 
husky, virile-looking February is- | York Times Magazine. merity to claim that women in-| not a research man, a salesman. declares, “both in and out of the 
sue. ; fluence 75% of car purchases. This| But what about the supposed sur- | pages of True.” 
To help promote the birthday of| # “How’s that for snow-balling a claim, LHJ said calmly, was based | vey—were there anywhere such 
its masculine offspring, Fawcett myth?” asks the True presentation on surveys by auto makers. data? The answer? A resounding # He points out that Dr. Dichter’s 
Publications has scheduled two ads in high dudgeon. “It proves con- “That’s a pretty strong piece no.” study showed that True filled the 
for newspapers in 50 cities, and /clusively that such a fallacy used of evidence,” comments True, With the other sex thus dis- “need for masculine assertion, the 


True itself will run a reader-par- for promotion over a period of “but let’s get all the facts. We posed of, True would have i i 
rt | s. > se A e it need for sanc a me 
ticipation contest in the February, P tuary, for meaning 


March and April issues. Contest 
winners will get such manly play- 
things as a Studebaker Golden 
Hawk, Ford Thunderbird, Chevro- 
let Corvette, Nash Rambler and a 
Renault. 

At 20, while still a year short 
of its nominal “majority,” True is 
a fierce defender of a magazine 
world in which the man is superi- 
or. These are the paraphrased 
words of Dr. Ernest Dichter, who 
several years ago put his Institute 
for Motivational Research to the 
task of finding out “why people 
read True.” 

(Sadly enough, Dr. Dichter 
found, the world is no man’s 
oyster. It demands the male be 
“successful, aggressive, courageous, 
potent, dynamic and masterful.”) 


Se 


action-in-4 


® In an anniversary sales pitch, 
True points up the pointlessness 
of anybedy—even females—falling 
for that old story about women 
doing 85% of the buying. 
As True tells it, the truth) 
emerged in 1949, when: 
“The head of the marketing de- | 
partment of the University of Ili- | 
nois decided to explore the ques-| 
tion of family buying—in an ef-| 
fort to find out who does it and 
who influences it—and also to} 
trace the origin of that mystical 
85%. 

“Here’s what he discovered. It| 
all started in a New York depart-| 
ment store back in the middle ’20s. 
Quite possibly it was true in that 
isolated case—it certainiy wouldn’t 
apply to all department stores 
across the country, either then or 

now. 
“But the point was picked up and 

quoted in a conference on the 

problems of household buyers, held 

at the University of Chicago in 

1927—again quoted in a book by 

a Mary Branch, ‘Women and 

Wealth,’ published by the Univer- 

sity of Chicago Press in 1934—re- | 
peated in the promotion of wom- 

en’s service magazines—used by 
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results when you advertise to business in 


Conn. 
Without The | 

RECORD & JOURNAL Air conditioning, heating, ventilating . . . a market on the who read Nation’s Business. One of the largest manufac- 
Hartford and New way hy and fast! a ene naa in Atlanta turers, for instance . . . reports that for four straight ee 
spends a quarter-million dollars to modernize a supermarket Nation’s Business has been top inquiry producer for indus- 
Haven newspapers do not — buys store-wide air conditioning, all new refrigeration and trial and commercial air conditioning. For a space heating 
cover this market. Your heating equipment. His sales increased 840 percent! Five equipment firm .. . Nation’s Business has proved the most 
one-and-only opportunity years ago in Philadelphia, only one major building was air productive and economical magazine on its list .. . with a 
to get your sales message conditioned see today’s instaHations add up to 40 percent 1955 cost-per-inquiry 34 percent less than the second maga- 
. of all the city’s office buildings. And the pattern is being zine. A water cooler company observes that Nation’s Business 
over to this 90,000 market repeated across the country . . . management has learned _ produces good leads at the lowest cost-per-inquiry among five 

is through its only local that a comfortable inside climate makes for happier help, magazines on its schedule. 
dailies-— higher productivity and more customers. The foundation of Nation’s Business’ pulling power is the 
If you have a product in the heat transfer field, you will fact that 550,000 of the 750,000 businessmen who subscribe 
The Meuden find a responsive market among the 750,000 businessmen to Nation’s Business are presidents, owners and partners. . . 


RECORD & JOURNAL 


MERIDEN, CONNECTICUT 


Notional Representatives: 
Gilman, Nicoll & Ruthmen 
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fulness, for participation, and for 
achievement.” According to Dr. 
Dichter, True has “created an 
idealized man’s world—a world in 
which the man is superior on ev- 
ery page.” 
Anyway, that’s the theme True | new accounts. _They are Bell & 
| salesmen have been plugging to Howell Co., Chicago manufacturer 
( the tune of $2,000,000 in ad bill-| Of motion picture equipment, tape 
) ings. |recorders, high-fidelity sets and 
ti Oh, yes. One more Dichter dis-| other products; National 
4 covery. Space buyers react to the; Manufacturers Assn., Philadelphia, 
magazine just like any other read-| and Power Products Corp., Graf- 
ers. Male space buyers, that is. |ton, Wis., producer of gasoline 


Philip Lesly Adds Three; 
Names William Meyers 

Philip Lesly Co., Chicago and 
New York, has been appointed 
| to handle public relations for three 


Piano | 
|born, Minneapolis, after 20 years 


engines for lawn mowers and 
chain saws. 

Lesly has appointed William H. 
Meyers, formerly an account ex- 
ecutive with Callanan Associates, 
Chicago, an account executive in 


Chicago. 
Thorn Retires from BBDO 


Harry Thorn has retired from 
Batten, Barton, Durstine & Os- 


and manager of 
production department, the latter 
a post he held for the past 10 
years. 


'BBDO Promotes Nance 


Batten, Barton, Durstine & Os-| 


| born, Chicago, has named James B. 
Nance head of its media depart- 
ment. He succeeds Harold Middle- 
ton, who becomes head of the 
media department of BBDO’s 
Pittsburgh office. Mr. Nance previ- 


with the agency. During that pe-| 
riod, Mr. Thorn had been an ac-| 


eer \ 


ff 


iNation’s B 


“business owners” who make the basic buying decisions for 
their companies. Equally important is Nation’s. Business” 
balanced geographical coverage . . . more than 310,000 sub- 
scribers are in cities over 25,000 population, 440,000 in towns 
25,000 and under . . . more than double the totals of the 
next two general business books combined. 

Sales-minded marketers of insurance . . . office equipment 
. . - building materials . . . plant sites . . . transportation 
... communications equipment — as well as air conditioning, 
heating and ventilation — have become sharply aware . . . 
action-in-business results when you advertise to business in 
Nation’s Business. Washington —New York — Cleveland — 
Detroit — Los Angeles — Chicago — San Francisco. 


Air Conditioning, Heating 
and Ventilating 
Advertisers in 
Nation’s Business 
1954-1955 


CARRIER CORPORATION 

DELTA HEATING CORPORATION 
DUNHAM, C. A., COMPANY 
FRICK COMPANY 


FRIGIDAIRE DIVISION, 
GENERAL MOTORS CORPORATION 


GENERAL ELECTRIC COMPANY 


KELVINATOR HOT'N COLD WATER 
COOLERS 


McCRAY REFRIGERATION COMPANY, INC. 
MODINE MANUFACTURING COMPANY 
PRAT-DANIEL CORPORATION 


PREFERRED UTILITIES 
MANUFACTURING CORPORATION 


REZNOR MANUFACTURING COMPANY 
UNION ASBESTOS AND RUBBER COMPANY 
WORTHINGTON CORPORATION 


usiness 


750,000 PAID CIRCULATION... 
Including 75,000 executives of business 
and organization members of the Na- 
tional Chamber of Commerce and. . . 
675,000 other leaders of the American 
business community who paid for their 
subscriptions at the annual rate of $6.00. 


count executive, media director| ously did media and market anal- 
the agency’s| ysis for the agency’s account group. 


Bayuk Cigars Appoints 
Lefton and Greenhaw & Rush 

Bayuk Cigars Inc., Philadelphia, 
has reassigned its advertising ac- 
count, appointing two new agen- “ 
cies following the split-up with ; 
|D’Arcy Advertising Co., New York, 
which formerly handled most of 
the account. Al Paul Lefton Co., 
Philadelphia, has been named to 
handle Phillies and Webster cigars; 
Greenhaw & Rush, Memphis, has 
been assigned the John Ruskin and 
Melba cigar brands. Feigenbaum 
& Wermen, Philadelphia, will con- 
tinue to handle Royalist and 
Amerada cigars, new brands ac- 
quired when Bayuk bought 
Grabosky Bros. (AA, May 9, 1955). 

United Cigar-Whelan’ Stores 


Corp. currently is trying to gain 
control of Bayuk. United has asked 


|for tenders cf 250,000 shares of 


Bayuk common stock at $20 a 


|share in a move “aimed at ulti- 


mate control” (AA, Dec. 5). = 


WJAC-TV is the Number 
One Station not only in 
Johnstown, but in Altoona 
as well, and this one-two 
punch covers an area that os 
rates 4th in the rich state of 
Pennsylvania, and 28th in 
the entire country! : 


Well over half a million 
(583,600, to be exact) tele- 
vision families look to 
WJAC-TV for the best in , 
television entertainment. Ne 


Add to this the free bonus of 
WJAC-TV coverage into 
Pittsburgh, and you have a 
total market for your sales > 
message that just can’t be 
overlooked, if you really 
want to tap the potential of 
Southwestern Pennsyl- 
vania! 


Get full details from your 
KATZ man! 
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ADVERTISING 


must open 


this door 


The SOUTH is the fastest-growing big regional 
market in the country. To really measure the new 
dimensions of the 16 Southern states as a market, 
remember this— 


Retail sales in the South today are greater 
than the total for the entire U.S. in 1939. 


Yet some manufacturers do not get their share of 
sales in this huge market because they overlook 
the fact that the South is 51.5% rural in population. 
The rest of the country is only 29% rural. The South 
has more than half the nation’s farm people. 


One reason for the great growth in Southern retail 
sales is the enormous increase in the buying power 
of Southern farm families— 


Farm income in the South today is greater 
than the total for the entire U.S. in 1939. 


The South has 1,174 rural counties where most of 
the people live on farms or in rural communities of 
less than 2,500 population. The South has only 213 
urban counties. You miss most of your best Southern 
customers if you concentrate your advertising cov- 
erage in the South’s urban counties and neglect the 
rural counties. In the rural South, The Progressive 
Farmer is far out in front of all other magazines in 
readership and influence. In the South’s rural coun- 
ties, The Progressive Farmer has more than 24 
times as much circulation as LIFE or The Saturday 
Evening Post. And 63.5% of The Progressive Farmer 
families do not own TV sets! 


The South Subscribes to 
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jto sell the SOUTH! 


‘Leading advertisers know that The Progressive 
Farmer is the one magazine that sells the prosper- 
ous, up-and-coming rural South. That’s why — 


More money was invested in advertising 

in The Progressive Farmer in 1955 than in 

any previous year—more than six times as 
much as in 1939. 


» | Right now is the right time to start your adver- 
»@ tising in The Progressive Farmer. Southern farm 
1 /— income is UP for 1955, with the biggest acre yields 
-/@ of major crops in all history. Rural Southerners are 
. | prosperous and able to buy what you have to sell. 
’ @ You open the door to sales in a rich and responsive 
* ® market when you place your adver- 

| tising in The Progressive Farmer. 


\ el a ie | 


The Progressive Farmer 


CIRCULATION 1,290,000 Pubiisned monthly in five, separate, highly-localized editions with editorial offices at Birmingham, Raleigh, Memphis and Dallas 


Advertising Offices: BIRMINGHAM * RALEIGH + MEMPHIS * DALLAS » NEW YORK * CHICAGO + LOS ANGELES * SAN FRANCISCO 
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Hildreth Crawford 


HONORED——-Graham Patterson, publisher of Farm Journal and Town 
Journal, holds a citation presented him by the directors of the Mag- 
azine Publishers Assn. on Dec. 23, to mark both his 74th birthday 
and 36 years of service to the publishing industry. During most of 
those years he has served as a director of MPA. With him are Wal- 
ter D. Fuller, chairman of the board, Curtis Publishing Co., MPA 
board chairman; Joseph Hildreth, board chairman of Chilton Pub- 
lications, and Arch Crawford, MPA president. 


Fuller Patterson 


STREAMLIN ED— 
“Miss Soflin” in- 
troduces the re- 
packaged Soflin 
private label line 
of resale paper 
products distrib- 
uted by Central 
Retailer-Owned 
Grocers, Chicago. 
Norman-Navan, 
Grand Rapids, 
Mich., is the 
agency. 


Leach Bryant Saber Hyer Pryor 


JAM SESSION-—The above quintet gathered in Chicago last week to 

make the recording for one of the most intensive radio spot drives 

in recent years—Pepsodent’s “You'll wonder where the yellow 

went” jingle. Sharing the director’s chores were William Hyer, 

radio-tv supervisor, and Roger Pryor, v.p. in charge of radio-tv, 

Foote, Cone & Belding, New York. The singers were Billy Leach, 
Betty Bryant and Bernie Saber. 


PHOTO 


REVIEW 
OF THE 
WEEK 


For Security Reasons 
ANN 


NEW MUM @ . 


The doctor's deodorant discovery 
that now safely stops odor 24 hours o doy 


HAT ATTRACTION—Bristol-Myers 
says this current four-color Mum 
poster has received more fan mail 
than any other ad in the prod- 
uct’s history. Questions included: 
“Where can I get that hat?” Do- 
herty, Clifford, Steers & Shenfield 
is the agency. 


ORIENTAL TREND—“Enchantment for 
Sale” is the theme planned by 
Consider H. Willett Inc., Louis- 
ville, for its Chinese-modern fur- 
niture. Page ads will appear in 
six home and women’s magazines. 
Griswold-Eshleman Co., Cleveland, 
is the agency. 


PLUGGING-—-Cannon Electric Co., Los Angeles, pro- 
motes its specialized electric fuse for jet and con- 


ventional aircraft with this bulletin designed by 
Foster & Kleiser Co. 


olsnaie pen 
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Brown Strahl Clark 
TWO PROFS AND AN EX—At the annual winter conference of the 
American Marketing Assn. in New York, George H. Brown, who 
used to teach at the University of Chicago business school before 
becoming director of consumer research for Ford, gets together with 
two former colleagues, Robert Strahl and Lincoln N. Clark, profes- 
sors of marketing at the University of Tennessee and New York 
University, respectively (Story on Page 34). 


Freiberg Manville Spurr 
THREE VETERANS—Three oldtimers in the research business talk it up 
at the AMA: Albert Freiberg, market division director, Psychologi- 
cal Corp.; Richard Manville, head of Richard Manville Research, 
and John Spurr, director of research, McGraw-Hill Publishing Co. 


Stevens Frankel Swanson 
SAMPLE SIZE?—Alfred Politz men were much in evidence at the AMA 
conference. Here Lester Frankel, v.p. and technical director, talks 
with two researchers from Curtis Publishing Co., John H. Stevens, 
manager of commercial research, and Charles Swanson, research 
boss on The Saturday Evening Post. Mr. Frankel spoke at one of 
the sessions. 


NOG 
fers 
LK 
fe 


TEACHER AND EX-STUDENT—The academic world is well represented at 
AMA meetings. J. N. Newman (right) of the Harvard Business 
School has been working for more than a year on a study of the 
motivation research field and will probably publish his report in 
1956. At the AMA conference, he met one of his former students at 
the University of Michigan—Harris M. Rollins, now professor of 
marketing at Southern University, Baton Rouge, La. 
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both consumers and grocers. 


FAMILY WEEKLY—the home service magazine 
of the Sunday supplements sells through serving 
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FAMILY WEEKLY’s multi-page Colorgravure food section hits home with cookbook 
appeal. It publishes more sales-stimulating food editorial than all other national Sunday 
magazines combined. During the first nine months of 1955 FAMILY WEEKLY published 


96,475 lines (113% pages) of food news and recipes of practical help to homemakers in 
everyday food preparation. Homemakers love it! Readership studies show 96% of the 
women who read FAMILY WEEKLY are avid readers of its colorful food pages. An 
independent newspaper study disclosed that 85% of the women interviewed used 


a A Mi LY WEEKLY ’ € FAMILY WEEKLY’s kitchen-tested recipes regularly. /t is creative selling at its best! 


DEALERS LIKE IT, TOO. FAMILY WEEKLY’s saturation coverage of their customers 
gives them solid support for their own merchandising efforts—profitable opportunities to 
tie in with national promotions at the local level. FAMILY WEEKLY’s ambitious merchan- 


market-to-meal dising program keeps him alert to every selling opportunity. FAMILY WEEKLY is an 


important part of the newspaper your local dealer reads. 


° To advertisers, Family Weekly's Market-to-Meal coverage sells two ways: 
builds It pre-sells over 2,500,000 food-conscious homemakers in 105 strategically-located 
coverage markets; and it provides merchandisable local support for your dealers in markets that 


account for $3.5 BILLION in grocery store sales. 


No other national media reaches the homemakers—or dealers—in these markets 


extra food sales so effectively (FAMILY WEEKLY’s coverage of 105 cities averages over 89%). 


Alone or in combination, FAMILY WEEKLY is the ideal package selling and merchan- 
dising food products in 105 carefully selected Hometown markets. And you can do it 


‘ 10 5 k iti with one order, one billing—and in color. Ask your FAMILY WEEKLY representative for 
in ey cities = xnrscs 
FAMILY WEEKLY MAGAZINE, Inc. 


Leonard S. Davidow, Publisher 


153 N. MICHIGAN AVENUE CHICAGO 1, ILLINOIS 


NEW YORK 17, 17 East 45th Street * DETROIT 2, 3-223 General Motors Building 
LOS ANGELES 25, 1416 Camden Avenue * ORINDA, CALIF., 82 LaCuesta Road 


THESE ARE THE 105 MARKETS YOU CAN SELL THROUGH FAMILY WEEKLY 


ALABAMA: Ann jon, Dothon, Florence-Sheffield -Tuscumbie -Muscle Shools, Huntsville, Tuscaloosa - ARKANSAS: E! Dorodo, Hot Springs - CALIFORNIA: Eureka, Manterey, 
Socramento, Senta Borbora, Sorta Rose - COLORADO: Colorado Springs, Grand Junction, Pueblo - CONNECTICUT: New Hoven - FLORIDA: Deytona Seach, 1 rage Myers, 
Goinewille, Sorasote, Tollchassee. Tampp, West Palm Beoch - GEORGIA: Albany, Rome - IDAHO: Boise, idoho Folls, Pocatello - MLINOMS: 
Urbana, Danville, La Solle; Quincy, Springfield - INDIANA: Marion, New Albony - OWA: Council Bluffs, Davenport, Dubuque, Weterloo + KENTUCKY: Bowling ohne Owen- 
boro, Paducch + LOUISIANA: Bogolusc - MASSACHUSETTS: Lowell - MICHIGAN: Grond Ropids - MINNESOTA: Albert lec - MISSISSIPPI: Biloxi-Gulfport, Greenville, 
Tupelo, Vicksburg - MISSOURI: Jefferson City - NEVADA: Los Vegas, Reno - NEW JERSEY: Asbury Pork, New Bruoswick, Trenton - NEW MEXICO: Sonta Fe - NEW YORK: 
Binghamton, Eimiro, Utica -. NORTH CAROLINA: Concord, Salisbury - OHIO: Canton, Coshocton, Limo, Zanesville - OKLAMOMA: Duncan, Muskogee’+ OREGON: Eugene 
PENNSYLVANIA: Loncoster - SOUTH CAROLINA: Florence - SOUTH DAKOTA: Huron, Rapid City - TENNESSEE Kingsport + TEXAS: Abilene, Austin, Big Spring, Denison, 
Denton, Galveston, Greenville, Kilgore, Lufkin, Marshall, Midland, Paris, Port Arthur, San Angelo, Snyder, Texarkono, Tyler, Victoric, Waco + UTAH: Ogden, Provo - VIRGINIA: 
Denville, Lynchburg, Suffolk - WASHINGTON: Wenatchee, Posco-Kennewick-Richland - WEST VIRGINIA: Beckley - WISCONSIN: Rocine - WYOMING: Cosper, Cheyenne. 
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Murphy's ‘Trade’ Advertising Offers 


Facis and Figures 


Bur.inctTon, Wis., Jan. 3—“Farm 
advertising is not consumer adver- | 
tising—it’s trade advertising, and 
its audience wants to know 
things.” 

So says Murphy Feed Co., a 
middle-size company in a field 
dominated by big competitors em- 
ploying large advertising budgets 
and using a lot of what Murphy’s 
agency calls “consumer-ish” ad 
techniques. Once upon a time, 
Murphy also was consumer-ish, 
covering its 15-state midwest ter- 
ritory with radio entertainment, 
such as barn dances. Not lately, 
however. | 

Murphy is still in radio (spots 
only, however) and it considers 
itself one of the biggest users of| 
television in the feed business. 
But in those media, as in others, 
the emphasis now is on informa-| 
tion, not entertainment. This ap-| 
plies to the sales pitch as well as 
the programming. 


s The prime example is in the| 
farm magazines, where Murphy) 
places the greatest part of its| 
$500,000 ad budget. Starting about | 
three years ago, Murphy and its | 
agency, Van Auken, Ragland &| 
Stevens, Chicago, came up with! 
a new “segmented” layout which 
is about as functional as you can 
get. 

Murphy’s problem was that, on a 
relatively small budget, it was 
trying to sell farmers with a wide 
variety of feed problems: Beef 
cattlemen needed different feeds 
from dairy farmers, and neither 
would necessarily be interested in 
fattening hogs or raising chickens. 

So the company put together a 
collection of single columns, each 
telling a different product story 
aimed at special feed needs. These 
were then simply pasted together 
to form anything from a column to 
a spread. With this system Murphy 
could not only hit specific mar- 


kets in specific magazines, it) 
could also put together combina-| 
tions aimed at special seasonal | 
problems—calving in the spring, 
fattening in the fall, etc. 


s This approach has been varied 
and supplemented with such de- 
vices as testimonials, but it’s still 
a Murphy mainstay. All the seg- 
ments look pretty much alike, and 


ORAVISUAL ALL PURPOSE 
PORTABLE EASEL 


Designed for use with ‘arge paper 
writing pads. Also ideal for showing 
turnover charts or cardboard charts. 
All aluminum construction. Folds up 
for easy carrying or storage. 


Many other modelg available. 
Write for free catalogue. 


ORAVISUAL CO. 


Box 609 A St. Petersburg, 2, Fla. 


for Every Farmer 


they’re all in two colors—with 
black predominating in the form 
of close-packed copy. 

This preponderance of “black 
stuff” originally caused doubt in 
the trade that Murphy would ever 


get readership. The fact that it has | 


would seem to bear out the com- 
pany’s basic proposition that farm- 
ers are tradesmen who want facts. 
They get plenty of them. 

Murphy farm paper ads are 
paved end to end with details, 
specifications and even tables. The 
testimonials keep away from what 
Van Auken calls the “Uncle Josh 
says” approach, are instead loaded 
with reason-why material. 


@ As Murphy and its agency see it, 


some detailed talking: Murphy’s 
feed concentrates cost more. The 


need is to show that higher-cost 
feed can be a good economic bet. 
As a result the company’s fa-| 
vorite theme is “lower feed bills,” | 
supported by claims of better 
growth, better health and less feed 
required. Murphy fills its ads with 
| all possible facts and specifics doc- 
)umenting the case. Typical Murphy 
| headlines—“7¢ worth of concen- 
| trate will feed a hen for a month,” 
etc.—introduce little essays on 
| feeding economics. 
Radio and tv lean heavily to) 
| documentation too. Radio spots are 
|a composite of drama and data. In 
|tv, the company sponsors five- 
minute noontime segments on 12 
stations, giving farm news, weath- | 
er or markets. Here the commer- 
cials display a “Murphy man in 
the news”—a testimonial deliverer 
who is always a local figure and 
discusses local or seasonal feed) 


| problems. 


|there’s sound reason for doing # To get the “informational” tv | 


approach it wanted, Murphy and | 
Van Auken had to go to consider- | 


— 


Advertising Age, January 9, 1956 


MURPHY MURPHY MURPHY MURPHY 
*ROOUTTE CO * BURLINGTON wus. PROBUCTS CO BURLINGTON wis oueoucrs co. SUF NOTON wis PeOeucTs co + Sesumeren, wre. 
IT’S CONCENTRATEOD—Characteristic “segmented” (and meaty) ap- 
proach used by Murphy Products Co. can be seen in this two-color 
spread which ran last month in eight farm publications. Van Au- 

ken, Ragland & Stevens, Chicago, is the agency. 


Sicurp LarmMon of Y&R 
Still No. | 
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Ben Durry of BBD&O 
_ Radio-tv Share of Billing, 40% 
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BUSINESS MEN—Members | 
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NorMaAN Strouse of JWT 
33% of $174 Million 


ee 


MARION Harper Jr., McCann-Erickson 
Up $14 Million (With Coke to Come) 
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Broadcast Advertising: 


| Whirlpool Made It $34.5. Million 


MILTON Blow 
68% Radio-tv 


 Currorp Fivzceracp of DF&S 
$13 Million in Radio Alone 


BiILLIOn 


A S REPORTED IN Broadcasting ¢ Telecasting December 


half a billion dollars in radio-tv in 1955. Young & Rubi- 


12*, these eleven men head agencies which placed 


cam paced the agency field with $72 million. McCann- 
Erickson came up from fourth last year to a tie with 
BBDO for second in 1955; each billed $60 million. J. 
Walter Thompson, up $8 million from 1954, placed fourth 


with $58 million. Remainder of the Big Eleven included 


* Reprints of detailed report available upon request. Write near- 
est B+T office: Washington, D. C., New York City, Chicago, or 


Hollywood, 
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able lengths. They had to develop | convinced that its customers look | 


the farm programs, 
talent and announcers on farm 
problems (and especially on what 


So the company uses its print 


advertising for its established sales | 


proposition that farmers are pro- 


As Ben Caldwell, Van Auken ac- | 
educate the upon its ads as reference material.| count supervisor, sees it, all this! Pacific 
is at least a vindication of the| Agency. 


is handled by the Seattle office of 
National Advertising 


} 


a “concentrate” is) and then stim-|areas, basing farm paper allot-| 


ulate the stations.to go out and sell |ments directly on sales. Radio-tv 
the rest of the shows to other commercials, being quicker and 


fessionals interested in detailed in-| MacDonald-Cook Appoints 2 
formation. Dominance is vital in} MacDonald-Cook Co., South 


sponsors. 
; Murphy’s high-density, competi- 
tive appeal also includes, of course, 


its strictly “trade” advertising. To | 
point out that} 


dealers it will 
Murphy—unlike certain other feed 
companies—“never sells direct.” 
And when Murphy found that 
some feed outfits were financing 


farmers as well as supplying them, 


it published this suggestion in 


more cursory, are used as advance 

agents in new territory, and appro- 
priations here are based on po- 
tential. 

TV and radio are still, however, 
carefully measured against actual 
sales performance, and it is a 
measure of Murphy’s success in 
opening new areas that it has ex- 
panded from one to 12 tv stations 
in three years. 


Banking: “For feed, see Murphy’s | 


...For financing, see your bank- 
er.” 


® Media-wise, Murphy’s favorite 


|@ Since mid-1953, Murphy’s over- 
all sales are up about one-third, 
jit is reported. More significant, 
sales have continued to show gains 


dominance is not big space alone; 
it is also the potency within it.” 


for Murphy advertising: Per fact 


est costs per 1,000 in the feed busi- 
ness. 


Recipes Promote Pear Sales 
Canned pears and dairy products 
are tying up to promote both with 
a “pearadise” recipe folder. The 
Pacific Coast Canned Pear Service 
is supplying the folder which will 
be distributed “in the millions, cov- 


advertising, he points out—“but) 


“Potency” here means hard-sell | 
claims, heavily documented—and | 
it gives support to this added claim | 


Bend and Chicago, has appointed | 
Robert D. Eklund director of radio 
and tv and Virgil A. Lynch Jr. di-| 
rector of public relations. Mr. Ek-| 
lund was formerly senior tv-radio| 


staff writer, central division, | 


; |American Broadcasting Co. Mr.| 
or figure delivered, one of the low-| Lynch joined the agency from 


Harshe-Rotman, Chicago, where he 
was an editorial supervisor and an 
account executive. 


| 

McCann-Erickson Names Two | 
Jerome Harrison, formerly east-| 
ern sales manager of ABC-TV, has | 
been named to the executive staff | 
of the radio-tv department of Mc-| 
Cann-Erickson, New York. Joyce) 


undoubtedly is the farm papers, |for every one of the last 18 months; 
where the company finds more) this is held to be quite a feat since 
room for its charts and more scope | that is just the period when farm- 
for its arguments about growth and | ers—and the feed business—have 


ering the entire U. S.” by dairy 


| |Cook, formerly with Robert Max-| 
promotion organizations including 


well Associates, has been named 


costs. Also, print ads can be 
clipped and saved, and Murphy is 


been “crying the blues” most pain- 
fully. 


American Dairy Assn., Milk In- 
dustry Foundation and National 
Dairy Council. The pear account 


West Coast tv production super- 
visor in McCann-Erickson’s Los 
Angeles office. 


of th 


New Business: $88 Million 


Leo BURNETT 


e $30 Million Club 


Red-letter Year: Up $98 Million 


Rosert Lusk of B&B J 


AMES HOULAHAN of Wm. Est 
Camels, Ballantine, Football Plus 


| 


70% Radio-tv i 


WILLIAM Kearns of Tep BATES ; | 


DOLLAR BUSINESS 


Leo Burnett, $42.1 million; Benton & Bowles, and William 


Esty, $39 million each; Ted Bates, $37 million; Kenyon 


& Eckhardt, $34.5 million; Biow-Beirn-Toigo, and Dancer- 


Fitzgerald-Sample, tied at $30 million apiece. 


The top hundred agencies 


alone handled more than a 


billion dollars in radio-tv advertising expenditures. 


Significant fact: In all agencies, as in all segments of radio- 


television, you find enthusiastic BeT readers. BeT dis- 


tributes more paid circulation in four months than all 


other radio-tv vertical publications combined distribute in 


a year. BeT, now in its 25th year, carries more pages of 


advertising than all other publications in its field combined. 


Having trouble getting all 
your work done; seeing service 
men, meeting deadlines and 
all the hundred and one 
problems that come up in the 
advertising profession? You 
don’t have to— Pontiac has 
had 40 years’ experience in 
helping busy production men 
and advertising executives. 
Whether you buy all our 
services or one, you'll be 
pleased with the cooperation 
and efficiency of Pontiac 
personnel. Call or write and 
let us tell you more. 


COLOR PROCES 


PHOTOENGRAVINGs 


TYPOGRAPHY 


w= UNIFIED 
owv?™® SERVICES 


ci 


Pontiac 
Engraving & 
Llectrotype Co. 


812 W. VAN BUREN STREET 
HA ymorket 1-1000 © Chicago 7. Illinois 
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A NEW JOURNAL-AMERICAN 
LOOKS FORWARD TO THE NEW YEAR! 


The Journal-American enters a promising new year with a series of major editorial 
and mechanical improvements: 


1. Expanded local, national and international news coverage, presented in a swiftly- 


paced, easy-to-read style. 


2. Expanded news-features, including a bigger, better daily TV page, the best and 


most complete of any New York newspaper. 


3. Improved printing for greater clarity of both news and advertising content. 


4. Increased press capacity for faster distribution of all editions. 


5S. improved display of the world’s best comics across two facing pages. 


Other innovations in a continuing program of product improvement will be introduced 
progressively to keep the Journal-American, both daily and Sunday, the liveliest, 
most interesting, most vital newspaper in New York. 
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“a” started in '54. The Journal-American 

gained more than a million lines of retail 
d@vertising over the previous year...the 
TH gest retail linage gain of any New York 
-\“8 wspaper. 

In ’55, the Journal-American continued to 
aa yin retail, national, amusement and classi- 
°@i advertising...and chalked up a total in- 
‘Base of more than 1,600,000 lines! 1955 
»ught to the Journal-American the greatest 
IG vertising revenue in its 60-year history! 

Advertising acceptance is based on reader 


NEW YORK 
== ok . 


oa 


urnal-American | 


acceptance. In daily circulation, the Journal- 
American tops the World-Telegram & Sun 
by 80,000...the Times by 120,000...the 
Post by 250,000 ...the Herald-Tribune by 
310,000.* On Sunday, too, the Journal- 
American leads all other full-size newspapers 
in family acceptance in the rich, ‘“‘pay dirt’ 
area of New York City and suburbs. 


* A recent independent survey of newspaper readership in 
New York and its suburbs indicates the Journal-American 
is read by 1,600,000 persons daily—500,000 more than the 
second evening newspaper. 
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WESTERN TRUCKING 
NEWS SERVICE 


covers Coast for-hire motor 
transportation since 1937 and offers 
LIVEST NEWS IN THE INDUSTRY 
LOWEST AD PRICES IN THE FIELD 


Sample copy free on request. Published by: 


$.D. McFadden News Bureau jj | 
7 Front Street, San Francisco 11, Calif. 


Belnap & Thompson Elects 

Belnap & Thompson, Chicago, 
national sales incentive organiza- 
tion, has elected Eric W. Dahl a 
v.p. and a director. Mr. Dahl is 
president of Belnap & Thompson's 
Eastern Incentive Center, New 
York division. The company also 
has elected Malcolm A. Ahlgren 
v.p. and director of creative serv- 
ices, and Charles F. Hough, Chi- 
cago attorney, to its board of 
directors. 


SURE STRIKE! 


Manufacturers of fishing tackle and 


related lines 


can’t miss getting bigger strikes from advertising 
in FTTN —the one specialized book with top 
coverage of 11,047 top tackle dealers and jobbers. 


FISHING TACKLE TRADE NEWS 


WILMETTE 
ILLINOIS 


|ufacturer of ladies’ 
| shirts, 


Ingram Retires from Railroad 
K. C. Ingram, at one time San 
Francisco manager for Lord & 
Thomas, has retired as assistant to 
the president of Southern Pacific 
Railroad in charge of public and 
employe relations, a position he 
held for more than 20 years. Mr. | 
Ingram also served as advertising | 
manager of Southern Pacific and 
is author of “Winning Your Way 
With People.” He plans to live in 
Carmel and devote his time to 


| writing. 


Mendelsohn Adds Monocle 


Monocle Inc., New York, man- 
blouses and 
has appointed David J. 
Mendelsohn Advertising, New 
York, to handle its 1956 advertis- 
ing campaign, now being sched- 


|uled in Sunday supplements and 


fashion magazines. Monocle is a 
new division of J. Freezer & Son, 
| New York, maker of Beekman 
shirts and Tilford boys’ wear. 


-K&E Elects Two V.P.s 

Fred Flanagan, copy supervisor 
of Kenyon & Eckhardt, New York, 
has been elected a v.p. John W. 
Crawford, copy supervisor, who 
recently joined K&E’s Chicago of- 
fice after 17 years with Leo Bur- 
jnett Co., also has been named 
|a V.p. 


Bachrach to Rockmore 

| Bachrach, New York, portrait 
photographer, has appointed Rock- 
more Co., New York, to handle its 
advertising. Bozell & Jacobs is the 
previous agency. 


‘ 


IN INLAND CALIFORNIA (AND WESTERN NEVADA) 


These inland radio stations, purchased as a unit, give you 
more listeners than any competitive combination of local 
stations ... and at the lowest cost per thousand! (SAMS 


and SR&D) 


In this inland market — ringed by mountains — the Bee- 
line covers an area with over 2 million people, more buy- 
ing power than Colorado, more farm income than Kansas. 
(Sales Management’s 1955 Copyrighted Survey) 


SACRAMENTO, CALIFORNIA + Paul H. Raymer Co., National Representative 


BAKERSFIELD 
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Car Volume Will 
Dip 5-10%, Says 
Chilton Auto Paper 


PHILADELPHIA, Jan. 3—While a 
few dogged optimists in the auto- 
motive industry are predicting that 
1956 will equal record-smashing 
1955, most of the industry is pre- 
dicting that in the next 12 months 
production and sales of cars will 
be off by about 5-10%, according 
to Automotive Industries. 

Total production is expected to 
be at about 7,200,000 to 7,600,000 
ears and sales should be in the 
neighborhood of 6,800,000 units. 
Truck output should be about 1,- 
100,000 to 1,200,000 units, the 
magazine’s forecast indicated. 

Reasons given for the expected 
drop include: 

1. A noticeable stickiness that 
developed in sales of '56 models 
in the last quarter of ’55. 

2. A moderate tightening of cred- 
it, which admittedly had been 
stretched a bit beyond sound lim- 
itations during part of last year. 

3. Higher prices for the new '56 
models without many compensat- 
ing styling changes. 

4. The possibility that buyers 
who normally would have put off 
buying a new car until this year 
were induced to buy in ’55. 

5. The backlog cars on hand at 
the beginning of this year, calcu- 
lated to be between 725,000 and 
750,000 units. 


8 The automobile industry is, 
however, expecting 1956 to be ex- 
tremely good, surpassed only by 
1955. Among the reasons, accord- 
ing to Automotive Industries, are 
(1) a high level of the economy 
and employment in general, (2) 
continuously soaring personal in- 
comes, (3) political considerations 
in an election year to stimulate 
government action to keep the 
boom economy rolling and (4) the 
buying public’s apparently un- 
shaken confidence that the eco- 
nomic “state of the nation” will 
| remain healthy. 
| Figures for 1955 indicate why it 
would be a very difficult year to 
duplicate or surpass. Automotive 
Industries estimates that about 
7,975,000 cars plus 1,250,000 trucks 
were produced, for a grand total 
of 9,225,000 vehicles. This would 
| represent an increase of 20% over 
the 6,600,000 cars and 1,040,000 
trucks produced in 1954. 
Automobile sales estimates are 
reported to the effect that 7,200,000 
cars were sold, topping the previ- 
ous record of 6,320,000 set in 1950. 


Names Joseph Wickes V.P. 

Joseph W. Wickes has been ap- 
pointed divisional v.p. of the Cen- 
taur-Caldwell division of Sterling 
| Drug Inc., New York. With Sterling 
|since 1931, Mr. Wickes has been 
advertising manager of the divi- 
sion since 1950. He has handled ad- 
vertising for Fletcher’s Castoria, 
Molle brushless and instant lather 
shaving cream and ZBT baby 
powder. 


League Reelects Zabin 

James B. Zabin, partner in Pos- 
ner-Zabin, has been reelected pres- 
ident of the League of Advertising 
Agencies, New York. Other officers 
include Irving Davis, Irving Davis 
Advertising Agency; Benjamin 
Reiss, Friend-Reiss Advertising, 
and Larry Schwartz, Wexton Co., 
v.p.s; Max Sinowitz, Chelsea Ad- 
vertising, secretary, and Nat Roth, 
Furman, Roth & Co., treasurer. 


‘Sunset’ Reports Record Year 

More than 1,650 advertising ac- 
‘counts invested a record $4,700,- 
000 for advertising space in Sunset 
Magazine during 1955, L. W. Lane 
Jr., v.p. and sales manager, has 
reported. Sunset circulation aver- 
age for 1955 is expected to exceed 
570,000, with advertising rates 
currently based on 525,000 circu- 
lation. 
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FIRST 100 
MARKETS 


Ye MILLION PEOPLE 
57% ON THE ILLINOIS SIDE 
a 


i 


By 


1" 
ALLEN-KLAPP CO. le = Sa 
or A The Rock Isla 


'Adman Is Stunned 
When Unpublished 
Ad Sells Product 


| MeEprorp, Mass., Jan. 3—A local 
| agency hit the jackpot just before 
Christmas, when a client’s ad pro- 
duced three orders before the en- 
| graver’s proofs were dry. 

Gordon Speedie Advertising, 
early in December, sent to Central 
Engraving Co., Boston, proofs of 
an ad for the agency’s client, 
Norwegian-American Knitting 
Mills, Bennington, Vt. The ad, with 
coupon, was for Everest-Wear T 
shirts, a mesh garment worn next 
| to the skin. The item, it is asserted, 
| is made of an “air-trap fabric that 
hugs air cells close to the body 
|producing more natural warmth 
than extra bulky clothing.” 

The engraver’s proofs, with the 
coupons filled in by Central En- 
graving Co., were delivered with 
| the engraving and cash for the 
item. Along with the proof was a 


Past Performances is umportout ... 


*We ought to know... when the 
time is right, we “stand on it.” 


But in Louisville... 


WHAS-TV Programming pays off! 


VICTOR A. SHOUS, Director 
NEIL CLINE, Station Mgr. 


Represented Nationally by Harrington, 
Righter & Parsons, 


Associated with The Courier-Journal 
& The Louisville Times 


BASIC CBS-TV Network 


“HAYLOFT HOEDOWN" 
8:00—8:30 P. M. 

Friday 

(Market's biggest live telecast.) 


Your Sales Message Deserves 
The Impact of Programming of Character 


Advertising Age, January 9, 1956 


TOPS IN COMFORT 2s 


EVEREST 


EVEREST-Wear,— worn next to shin to 
keep you warm as toast and tops in style. 
Airtrap fabric hugs air cells case to body 
— produces mere natural warmth than ex 
tra bulky clething. Discever the free and 
easy way you feel, how warm you are and 
the goed looks that goes with double com. 
fort. For skiing and all eutdeer activities. 


MORWEGIAN-AMERICAN KNITTING MILLS 
Department 26 
Bennington, Vermont 


(4) Ship EVEREST-WEAR T Shirts in Style and Size 


Cry a EO STATE 
() SEND LITERATURE, WAMECOF WEAREST DEALER 


PROOF POSITIVE—This ad sold be- 
fore it got into print. The ad proof, 
from Central Engraving Co., Bos- 
ton, was returned to Gordon 
Speedie Advertising, Medford, 
complete with order blank filled in. 


note from Henry Sawyer, a neigh- 
borly printer, ordering two gar- 
| ments. 

Claiming his client got the or- 
|ders from the ad before publica- 
tion, Mr. Speedie says, “Never 
before have we received an en- 
graver’s proof so satisfactory and 
convincing as this one, with its 
three ‘early bird’ orders.” 


® Even if the “early bird orders” 
| happened to be an engraver’s idea 
jto sell engravings (which was 
not the case, Mr. Speedie says, 
“because the order was a Christ- 
mas gift for his wife”), neverthe- 
\less, the adman insists, it would 
| “thrill any copywriter to see such 
orders come in.” 

| Results of the advertising, used 
|in Sunday supplements, have not 
|been estimated, Mr. Speedie says, 
|but he reports the company’s pre- 
holiday sales have been more than 
satisfactory. 


| Jacobi Agency Moves 

Frank C. Jacobi Advertising has 
moved to new offices at 53 W. 
Jackson Blvd., Chicago. 
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New direction! These new 
advertisers are finding 

that families at the Point of 
Change about their homes 

are the very families closest 
to the Point of Sale... And 
for reaching them—over three 
million—there's no space like 
The American Home. 


Some of Our New Advertisers 
(with half pages and more) 
in 19665 and through Feb. 1966 


APPLIANCES 


Airway Vacuum Cleaners 


Blitz Burners 


Combustion Engineering, Inc., Water Heaters 


Florence Stoves 

General Electric Automatic Kettles 
General Electric Television 

Magic Chef Gas Ranges 

Norge Refrigerators 

Phiico Air Conditioning 

RCA Television 

Robbins & Myers Fans 

Waste King Pulverator 
Westinghouse Air Conditioning 


AUTOMOBILES 


Buick 


Chevrolet 


BUILDING MATERIALS 


A.R.B. Removable Windows 

Briggs Plumbing Fixtures 

Bulidog Electric Strip 

W. A. Case & Sons Plumbing Fixtures 
Elliott Bay Wood Tape 

Goodyear Paints 

Hardwood-Plywood Institute 


Millers Falis Toots 


National Oak Fiooring Manufacturers’ Assoc 


Reardon Paints 


Richmond Piumbing Fixtures 


CLEANSERS. POLISHES, ETC. 


Cascade 

Deisey Toilet Tissues 
Dishwasher “All 

Drackett Copper Cleaner 
Johnson's Beautifior 
Johnson's Paste Wax 
Johnson's Pride 

Tide 

FooD 

Betty Crocker Browne Mix 
Betty Crocker Cake Mix 
Betty Crocker Frosting Mix 
Borden's Stariac 
Certo-Sure Jel! 

Chase & Sanborn Coffee 
Fluffo 

Good Seasons 

Hormel Canned Har 

Knox Gelatin 

Kraft Miracle Winp 

Kraft Ou! 

Mazola 

Pilisbury Cake M:xes 
Philadelphia Cream Cheese 
Pream 

Royal Gelatin 

Spanish Olive Promotion 


Wesson Oi) 
GARDENING ANDO PETS 


Goodyear Underground Sprinkler 
Howards of Hemet Horticulture 
Huffman Lawn Mowers 

Ideal Dog Food 

Noma Lawn Sprinkler 

RX-15 Plant Food 

HOME FURNISHINGS 
Alexander Smith Rugs 
Bigelow-Sanford Rugs and Carpets 
C. G. Conn Home Organs 

The Carpet Institute, Inc 

James Lees Carpets 

Lane Cedar Chests 

Waverly Fabrics 


INSURANCE 


The Home Insurance Company 
New York Life Insurance Company 
LINENS AND SEDDING 
Cannon Towels 

Du Pont “Dacron” Fiberfill 

Troy Blankets 

TABLEWARE 

Oirilyte Flatware 

Hoimes & Edwards Silver 


- Inland Stee! Carafe 
Russel Wright China 


UTENSILS & HOUSEHOLD EQUIPMENT 


Du Pont Nylon Brushes 
O'’Cedar Floor Mops 


Soi Bae 
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Few Clouds Visible on ‘56 Horizon as’ 
Seen by Businesses, Commerce Dept. 


CuicaGco, Jan. 4—If most of the 
forecasts about business activity 
in 1956 turn out to be correct, this 
year will be as good or better than 
1955——a record year for U.S. busi- 
nesses. 

In almost every phase of Amer- 
ican business things look mighty 
rosy, judging from the mass of 
predictions by corporation exec- 
utives, government officials and 
trade association chiefs. Most of 
the optimistic seers were more 
willing to forecast gains in the 
new year than they were a year 
ago, when predictions about busi- 
ness’ future in 1955 were more 
conservative. 


s The new year should be a prof- 
itable one for the advertising busi- 
ness. The Department of Commerce 
has predicted that advertising and 
newspaper and magazine circula- 
tions will continue their upward 
trends during the first half of 1956. 

Harold Barnes, director of the 
Bureau of Advertising, has forecast 
that newspapers will get more than 
$700,000,000 in national advertising 
revenue in 1956, as compared with 
an estimated $675,000,000 last 
year—-an alltime record. 

This is how the seers see 1956: 


e General Business: Secretary of 
Commerce Sinclair Weeks declares 
that most major industries expect 
to continue operating at—or close 
to—-peak levels in the first half of 
56. He predicted a continued rec- 
ord auto output and said the sales 
position for new models is good. 
A Commerce and Industry Assn. 
of New York survey predicts last 
year’s’ booming business level 
probably will be exceeded this 
year. The survey contains the 
opinions of 224 New York execu- 
tives. A breakdown reveals that 
49.4% look for further improve- 
ment, 42.8% expect business to 
continue at its present levels and 
only 7.8% look for a decline. 
Gerald LeVino, chairman of the 
world trade committee of the Com- 
merce and Industry Assn. of New 
York, forecasts that U.S. foreign 
trade should maintain or improve 
the higher levels attained last year 
through the first six months of ’56. 


n On the other hand, George Rom- 
ney, president of American Motors | 


7 
HE CAN HELP YOU 


If you're looking for 
National Distribution 


Barney Sages 


Po * diel 


If you're a monutacturer, distributor or 
advertising agency executive seeking 
quick national distribution via the inde- 
pendent direct selling field this may be 
the most important message you ever 
read. 

You'd be surprised to know how easy It 
is to put your product or service in every 
city, town and hamlet in the U. S. Also 
in many foreign countries. 


The service of our experienced’ merchan 
dising staff is available ci no cost 
They lt analyze your product, see if it 
—y resultful direct selling possibilities. 
If your product qualifies they'll present 
a 32-year sales-tested plan for speedily 
giving 48-state distribution—a pion that 
ynm | over ~. new —- every 
ny of which now do a 
eitenlition’ dollar business. 

Don't lose another day's sales. 
now to Barney A Merchandising 
ay ~~ A-l Sooo Mag- 
born Street, Chi. 


cago 10, Wino. 


Corp., says there will be a de- 
cline in car output and sales. He! 
estimates that only 6,800,000 cars 
will be made in ’56, compared 
with nearly 8,000,000 this year. Car 
sales in ’'56, he predicts, will | 
reach about 6,650,000, as compared 


with 7,300,000 this year. 


Prof. V. Lewis Bassie, of the 
University of Illinois, prognosti- 
cates that a “readjustment” based 
primarily on reversals in business 
inventories and consumer credit 
will occur in ’56. He says the de- 
cline will start early this year and 
will amount to about $25 billions 


in the gross national product, or) 


more than 5%. 

Another professor, S. H. Ner- 
love, of the University of Chicago, 
predicts that the general boom will 


;not end until the end of this year, 


even though the rate of increase 
in general business activity prob- 
ably will decline markedly. 

The recession, if and when it 
comes, he says, will be a mild one 
—from 3%% to 4%% from the 
level the gross national product 
reaches toward the end of ’56. The 


gross national product could attain | 
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council of economic advisers, also 
feels business will drop this year. 
He predicts that business and in- 
dustry may experience a drop of 
15% to 20% from current volume. 
Economic soft spots are develop- 
ing in steel, automobiles, credit, 
construction and the farm area, he 
says. 

Three Chicago business men 


the $410 to $415 billion level, he | | think business will be as good this 


Says. 


| year as it was last year. The three 


Dr. Erwin G. Nourse, who was| are Meyer Kestnbaum, president 


chairman of President Truman’s'of Hart Schaffner 


& Marx; Ed- 


American Viscose Corp. 
American Character Doll Co. 
Apex Electrical Manufacturing Co. 


Birge Co., Inc 
E. L. Bruce 
Caloric Stove Corp. 


Connecticut Chemical Research Corp. 


Culligan, inc. 


Daystrom Furniture Corp., inc 


Detroit Steel Products Co. 
Dormeyer Corp. 
Eastman Kodak Co. 
Edison Chemical Co. 
General Dynamics Corp. 


Glass Containers Manufacturers Institute 
Hobart Manufacturing Co. 
international Molded Plastics, Inc. 
International Sait Co., inc 
The Kalart Co., Inc 
The Lau Blower Co. 


Lee, Ltd. 
Lettuce, inc. 


Lorentzen Hardware Manufacturing Corp. 


Magia Products 
The Maybelline Co. 
Morton Sait Co. 
Motor Wheel Corp 


Outboard Marine & Manufacturing Co. 


Paulsboro Manufacturing Co. 
Pioneer Rubber Co. 
Pittsburgh Coke & Chemical Co. 
Polk Miller Products Corp. 
A. H. Pond Co., Inc 
The Rath Packing Co. 
0. M. Scott & Sons Co. 


Stern’s Nurseries 


Union Underwear Co., 


Inc. 


The Weather-Proof Co. 
Webster-Chicago Corp. 
Weco Products Co. 
Whirlpool Corp. 


Whitehouse Co. 


The J. B. Williams Co. 


Woman's Day, Inc. 
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ward Gudeman Jr., v.p. in charge 
of merchandising of Sears, Roe- 
buck & Co., and George W. Mit- 
chell, v.p. in charge of research, 
Federal Reserve Bank of Chicago. 
Mr. Gudeman forecasts an in- 
crease of 5% in retail sales at least 
through spring. Mr. Kestnbaum 
says that 1956 will be “fully up to 
1955 and maybe a little higher.” 
Mr. Mitchell thinks that 1956 could 
reach the 1955 level but will be 
more likely to show “some small 
decline in economic activity.” 


e Aircraft Industry: Sales in 1956;dent of Aluminum Co. of America, 
are expected to pass again the $8 estimates that Alcoa’s output of 
billion level, according to Dewitt | primary aluminum will reach 792,- 
C. Ramsey, president of the Air- | 500 tons this year as compared 
craft Industries Assn. The sales' with 700,000 tons last year—the 
volume last year is estimated at | best year in the company’s history. 
$8.4 billion. Department of Com-| “More aluminum will be used in| 
merce says the industry has a $13.5|’56 than ever before,” forecasts | 
|billion backlog of military and/R. S. Reynolds Jr., president of! 
|commercial orders; thus, he be-| Reynolds Metals Co. He predicts | 
lieves, the industry’s 800,000 work-| that 3.3 billion lbs. will be pro- 
ers should be kept busy in the first| duced in ’56 as compared to an| 
half of ’56. estimated 3.1 billion lbs. last year. | 
e Aluminum: I. W. Wilson, presi- |The Department of Commerce sur- | 


vey shows that shipments in the|sizable increase over the first 
first half of 56 are expected to be half of ’55, and accessories and re- 
at an annual rate of 4,6 billion Ibs.,| placement parts sales, which set 
a new high, and about 18% higher | a new record last year, are expect- 
than those in the first half of ’55.| ed to continue at a record-breaking 
pace, the survey predicts. 

e Automobiles: The production of| The nation will reach new 
cars in the first six months of ’56| heights of sound economic levels 
is expected to exceed 4,250,000,| this year, barring a major catas- 
according to the Department of|trophe, forecasts James F. Cou- 
Commerce survey. This is higher! sins, comptroller, National Auto- 
than the 4,227,000 cars built over| mobile Dealers Assn. He predicts 
the same period last year. Truck/that car sales in ’56 would range 
production is scheduled to show a| between 7,500,000 and 8,000,000, 
or about the same as last year. 


During the first nine months of this year, 51 ad- 
vertisers entered network television for the first 


time. 
44 of these new advertisers were on NBC 


42 of them were on NBC exclusively 

Getting new advertisers, keeping old ones, NBC 
served 195 satisfied sponsors during this period 
...compared to 109 for the next network, and 77 
for the third network. More advertisers than the 
next two networks combined. 

NBC has proved itself the pioneer network, 
with its new programming patterns and sales 
plans: Today - Home - Tonight, NBC Matinee 


Theater and Color Spectaculars. 


NBC has proved itself the creative network, 
with its Wide Wide World, Medic, NBC Opera 
Theatre, Project 20 and the exciting and uni- 
versally-imitated Spectaculars...with its new per- 
sonalities and its unending search for new talent. 

NBC has proved itself the follow-through net- 
work, Extensive merchandising is available to 
every product on NBC Television; every program 
is backed by extensive promotion. 

Why not join up? There’s still room for new 
members...and you’ll soon discover that the re- 


wards are great. 


Breting (hoe | OG television 


“As we look forward to future 
markets for cars in this country 
we are confident that the growth 
in demand for cars will be contin- 
ued and strengthened,” says L. L. 
Colbert, president of Chrysler 
Corp. He revealed that Chrysler 
shipped 1,361,000 cars from U.S. 
plants last year—the biggest year 
in company history. 

Warren E. Hill, president of 
Thermoid Co., says 1956 will be a 
good year for the automotive parts 
industry. The company last year 


ee 
Your time 
is liberated 


aurence 
INCORPORATED 
CHICAGO 


Fine Photoengravings 
for 20 Years 
547 South Clark» WAbash 2-6284 


Are you receiving your free copies of 
“Laurence’s Guide for Photoengraving 
Buyers”? If not, write or phone today. 
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Evansville 


An Excellent Test Market too! 


@ Isolated but readily accessible 

@ Representative in size 

@ Has many diversified industries 

@ Has an abundance of natural resources 
@ Has 2 representative, stable economy 
@ Many other Test Market features 


New STANDARD METROPOLITAN AREA 
.... of EVANSVILLE, INDIANA: 
OVER 200,000 POPULATION 


On October 19, 1955 Henderson County, Kentucky was 
officially included in the Evansville Standard Metropolitan 
Area according to the U.S. Bureau of the Budget, Statis- 
tical Standards Division. This places the area among the 
first 100 Metropolitan Areas in the United States. 


TOTAL 16 county market... nearly 4% mil- 
lion population. Courier and Press circulation 
daily, 8 out of every 10 families — Sunday, 2 out 
of 3. 


Represented Nationally by: General Adv. Dept. 
— Scripps Howard Newspapers 


the evansville the sunday — 


the evansville H a ; ; ; 
Press : Courier ; “Sree 


experienced a jump in net earn- 
ings of 46% and a sales rise of 
more than 18%. 


e Can Industry: The 1956 output 
| of metal cans should reach 40 bil- 
jlion units, it was forecast by Wil- 
liam C. Stolk, president of Ameri- 
|ean Can Co. This is an increase 
| over an estimated 38 billion units 
| produced last year. New and high- 
er production levels have been 
reached in each of the last four 
years and this trend is expected to 
|continue, he said. 


@ Chemicals: The Department of 
Commerce survey forecasts that 
chemical sales in the first six 
months will reach $12 billion. This 
would continue the current record 
volume and compare with the new 
record established the first half of 
last year of $11.5 billion. Total 


billion. 


|e Construction: Associated Gen- 


FOR THE FIRST TIME 


the ABC has audited 
a publication with a circulation of 


more than 10,000,000 per issue 


Publisher’ 


net 10 Sujet te one 


tement ag 
GIUNE 30, 1955 


eee 
verage Unpaid Distribution 


G BUL 


AID ee 
Total circus TION AXCtupiy 8 


POPULATION a 
we on average tote eee 


was 213% —_ 


— 


Reader’s Digest 


Largest magazine circulation in the World 
10 million copies bought in the U.S. alone - 18 million throughout the free world 


on Aid 
for il, 1955, issue: 


ion for period, ag 


sales for 55 are estimated at $23.3) 
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Get Set for ‘57: Ward 

Sr. Paut, Minn., Jan. 3—“Alert 
business men are planning now for 
1957 by revising their 1956 adver- 
tising budgets upward,” said 
Charles A. Ward, president of 
Brown & Bigelow, calendar and 
specialty advertising firm, in his 
year-end statement. 

“Business men everywhere are 
planning for a larger share of the 
bigger market ahead. This is the 
greatest opportunity in history 
for intelligent advertising. The 
stepped-up tempo of the bigger 
market will be marked by tougher 
competition. The wise advertiser 
will be prepared for the competi- 
tion,” he said. 

Mr. Ward also noted that Brown 
& Bigelow salesmen, covering large 
and small communities, since the 
opening of the selling season, Dec. 
1, “have broken every record set 
in our 60-year history.” 


eral Contractors of America Inc. 
predicts that construction is head- 
ed toward a $60 billion year in 
1956, after setting a record of $57 
billion for 1955. The association 
divides its estimate of the new year 
potential into $44.5 billion for new 
construction, and $15.5 billion in 
maintenance and repair. A mild 
decline in home building will be 
offset by more non-residential 
building and public works projects. 

New construction expenditures 
for 1956 are now estimated at $44 
billion, 5% above the $42 billion 
alltime record indicated for last 
year, according to the Department 
of Commerce. Expenditures for 
stores and other service establish- 
ments are expected to reach $2.25 
billion this year, or 17% above 
last year’s level. 

Melvin H. Baker, board chair- 
man of National Gypsum Co., pre. 
dicts the construction industry will 
set a new record and help push the 
total sales of goods and services 
over $400 billion in 1956. He esti- 
mates that housing starts this year 
will reach 1,200,000. He also pre- 
dicts that 1956 will be the best 
year in his company’s history. 


e Electrical Field: The National 
Electrical Manufacturers Assn. 
forecasts that industry sales this 
year will climb to a new record of 
$18.7 billion. That would be an 
increase of 742% over a record 
volume last year of $17.4 billion. 
The association estimates that the 
industry shipped a record $4.5 
billion in household appliances last 
year. 

Production of electronic prod- 
ucts this year is expected to reach 
$6.8 billion at factory prices—a 
record—according to the Depart- 
ment of Commerce. This compares 
with an estimated $6.3 billion for 
last year, which equals a record 
established in 1953. 


e Food Industry: Members of the 
National Assn. of Retail Grocers of 
the U.S. will build 10,000 new 
stores this year, according to Mrs. 
Marie Kiefer, secretary-manager 
of NARGUS. This will be 2,700 
more stores than they built last 
year. Increased sales volume is 
predicted for this year. Capital 
investments in food store equip- 
ment and machinery will again be 
heavy in ’56, she said. 

An expanding and prosperous 
economy during 1956 supported in 
part by heavy capital expenditures 
from industry is forecast by Harry 
A. Bullis, board chairman of Gen- 
eral Mills. 

Foreseeing a continued steady 
growth in business, Mr. Bullis de- 
clares that “the wisdom which we 
need is not so much as to whether 
we can continue our economic ex- 
pansion as it is to determine the 
rate at which the expansion can 
proceed without danger of infla- 
tion and excessive boom.” 

Louis Stein, president of Food 
| Fair Stores Inc., predicts that fur- 
ther progress in the retail food 
| euatey will be made this year. 
|He estimates retail food sales last 


| Rot n . / ; ’ ; ; BA Sa : 
tte ee. ‘ae ~~, i ~ é “ ‘ aS | _ | 
ae a e ee: i 
a 
ae ee ee inne vnc cr ence ceen ance ances ne mecnel 
ae 7 | | Pe | 
eae Me | 
Aes a — = | 
ees P 4 i 
iameat ° ffi L / 
fe Ae a ; 
oe It is Now Offical! i 
eee . ' 
i 
oe ng , VANDERBUSGH 
Lesa. -Fad 
Pe. ma 
ee) | 
bt onal } 
hte \ | 
gba tea 4 ’ 
eine , — i 
Leis Henderson | 
ae 
hint Ms Corydon . 
pes ° HENDERSON ; 
|S oe ; 
5 ae | 
sek ee | 
age 
eae a 
= eae 
aan : | seamiiiitaianiaetindinnaamatiat earl | 
ee ee | 
gies: 
2 is 
Deka Sey *; 
rae 3 
Le | 
o \ aaa | i 
BR: as } 
a ’ 
ee so 
Ri 
es | 
Shae 
aM 
Sines. ' 
HCA 
oe Li | 
Sep 
s-S 
cs 
Tie | 
ey 
nd 5 
a5, h! | 
Oss — 
See ee 
SY 
dae s | 
es ore RIO zine | 
ou mas < , . 
rae Ps é D ENDIN atte 
REE, - a - ry “ 
~-< v Oo 
ee 1. READER's DIGEST et Creations, By Audit Report reter 14 or 
ae % The Reader's p, as AT 1 tea apy Paper form.) 
see } BSE Associng: = “i 
Koha 4 Established 1922 tion, Inc. i eee i. 
me of Pleasantville ‘ 
Pye ~ 7. Class Ind 5. Publisheg Monthly ville, N. y, . 
Looe © Antec g ett = Cmnere | 
ae) Averages for § month. : 
meses. Pe Ritaiecerce ho on ending June 30, 1955, 
ee Mail Subseriny: AVERAGE NET PAID is —__ iatge? 
Pane: jet Si bseriptions—Individu.: a BN 3G ) CIRCULATION ae 
al bool Ee Sitar, Safes P23 si logghtt teens PO 2 | 
ee (Si le Copy indies Biige-s0-.. De. pales enti 8,044,924 | 
he 5 ‘ Copy eer ethane cs agrgy- occ 1,679,507 | 
CAR! hag P ; ’ 
ie : Term § pg AID excludi Bulk a 
ie Me Sales in Bulk Pa eit 2 aS 
aig’ TOTAL N, essere eeta) dad ot °° 
kas + Sop cee © °* €eene8 
chia Les «NR 10,236,057- 
ae OAS 
ee Baie a ualitying ag IP Mia) a 
ze ae ee ae Total Unpei Be TTPO R eee eetettkee, CASTE 
a %. NET Pap mpreoee —_ "Tottsesee 695,949 
mi gat —*T PAID circy, oo . 
ta a a ee SLLLUDING BULK By BSUES FOR Pua a 
ee. ie | 5254,005 —) se — Copies Kae BRIO STATED IN PARAGRApy .. 
oa a Pen 10,315,329 | ae it RAPH 8: 
ate A + |10617235 =| j | R —~|—_aas ‘ Copies 
conga Pe pr. 110454496 0 j Sal 
at a af Say | 10,500,145 h | ; ; j 
eee 4 — 10.275,167 i | 
am % oo 
sf) ma 
aC. 10 ver pi 
es on 
~ ty >. — 
aP ay Fepulation Groups * and — nen 
. doe anf © 5 Pope ime 
ae im Each—; a 
“ole 1.000.000 or mone | __ Mail Subs, PES: tm 
| eee 500.000 to eee, o6e' 11.55 eo Single bre 
we 250.000 to ‘Soa'ngn| 6:10 | 605,935 ta fy Bates | TOTALS | 
Ler ie 100,000 to 32% 547] 678415 141,743 | ~ gs 9 
<a 50.000 io io0see sa} iia i 140516 | i 747,676 a ! 
eo inaeeie 200) Sas | sega? Sou isan 10.29 saan aoe 
ik, ime yey p27 | 1.102.192 ue 150.343 Ses 833 400 9.23 | 
eRe s “ S 40 | 46,57 > ‘ y 3. 
oe tease $48) Gr] mens 873 iadagg | | tas | MGs ane 
hee 61} 718.047 12.76 
Ca Sl Daca e208 2 et ae | 
Nighy: . . 4 7. i 
age ~ ret a ge — = 5 / 100,421 612 rena! ro. 
he ~  — ae | Tear ; . 
cag net mel . Lot m, 
Eg eam ee 
Rat <b f OSSTATES 505 
Ll 
wait: 
3 
Barer 
Fy Ta NG, \ 
ee ee 
ae 
ine 
ri ‘ 
ae ' 
a ; a 4 Pig ae hd 
owe | oe Ss a i ie 
TS me ee : Aare. ee eee ee 
soy re f ine ie ee Le ee ete: Sea ee a7 a Bp ox ‘Va eee ee heme 
Avge tT, Bey eth RY ee PA Mee eral 1 rh a aa tues Ba s ee 
gu ge Aas ey Sey Reale Le ele Y Beg Ae ; Be 
Sp AS ee ai ors a, See 5 


a 


7 7 . r, SS. . LiPo c le ae 
a ey Sere a bi as ee ee 


~ 


When a commercial draws the viewer into the 
picture to such an extent that he sees himself 
enjoying the benefits of the product... you can be 


sure that commercial is drawing a lot of sales, too. 


Young & Rubicam, Inc. 


Advertising + New York + Chicago + Detroit + San Francisco + Los Angeles + Hollywood + Montreal + Toronto + Mexico City + London 
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year at $43 billion. There is ample; ufacturing companies writing in 
reason to believe that a new rec-| Food Business predict that favor- 
ord will be set in 1956, he says.| able economic conditions will pre- 

Fifteen executives of food man-| vail in 1956. They foresee a year 


COUNTRY AND WESTERN JAMBOREE has 
half a million of the fastest-stomping, fanciest-dress- 
ing, biggest-eating new readers around—all enthusi- 
astic over the magazine with the news and features 


&3 they’ve had to wait for. 30 million other lively coun- 
&) try and western fans are crowding close behind—so 
§ get your product in for the big JAMBOREE while 
Cs, ) / rates are low! 
Write today For Facts and Rate Card! 
Country and Westem JAMBOREE! 


By the publishers of DOWN BEAT 


2001 Calumet Ave., Chicago 16, Ill. 


a maher Down Beat — Up Beat — Country and Western Jamboree — Record 

bli . Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
PUDIICATION | Radic y Artioules Electrices — Elaboraciones y Envases — La Tienda — 
Publishing since 1934 | Radie y Artioules Electrices Catalog File — Bebidas Annual Directory 


of “fierce and intense competi-|tum of record-breaking steel pro-| 


tion,” new products and increased 
advertising and promotion ex- 
penditures. 


|e Furniture Industry: R. E. Carter, 


regional v.p. of the National Retail 
Furniture Assn., predicts that the 
present high rate of home goods 
sales should continue well into the 
spring selling period this year. He 
doubts, however, that 
will exceed those of last year. He 


says that home goods distributors | 


and retailers are enjoying a good 
year in sales, but they are defini- 
nitely concerned about profits. 


56 «sales 


duction in the last half of 1955 
will carry forward into the new 
year and make the first half one 
|of the highest, if not the highest, 
|in history,” is the prediction of the 
Department of Commerce. 
shutdowns required for repairs 
during the next six months will be 
offset by the addition to new fa- 
cilities.” 

Ingot production in the steel in- 
|dustry reached a new record of 
117,000,000 tons last year, accord- 
ing to Roger M. Blough, board 
chairman of U.S. Steel Corp. 
Expectations of continued good 


“Any 


production in the steel industry is 
e Gas Industry: The gas industry,| based on prospects of a high level 
which enjoyed its greatest year of production in the basic indus- 
last year, will establish new rec- | tries consuming steel, he said. He 
ords this year, according to W. F.|says his company plans to build 
Rockwell Jr., president of the Gas | new plants in the next two or three 
Appliance Manufacturers Assn.| years which will give the com- 
The number of gas utility custom-| pany additional production of 2,- 
ers, which topped 29,000,000 last | 500,000 tons. 
year, should jump to 30,000,000) 
this year, he says. |@ Rubber: William O’Neil, presi- 
dent of the General Tire & Rubber 


e Iron and Steel: “The momen-| Co., forecasts 1956 as the greatest 


BP ae 


Keith Alderson (above) is Traffic Co-ordinator for Sportsvision, Inc., in Hollywood. He says, 


“I’m the Sunday morning quarterback!”’ 


“When the final gun sounds on Saturday's football games,” 
says Keith Alderson of Sportsvision films, “cameramen rush 
their film to us. 

“By Sunday morning, we've got finished prints of Pacific 
Coast Conference games into the hands of the coaches. They 
call me their ‘Sunday morning quarterback’ ! 

“But that's the easy part of the job. 

“By evening, we've edited all the games into three half- 


__& Air Express 


hour TV shows—Big Ten, PCC games, and the All American 
Game Of The Week. Out they go to 150 television stations 
for immediate showing. 

“How do we do it? Air Express, across the board! 

“Nobody else can meet our schedules. Yet Air Express 
saves us money! Austin, Texas, to Hollywood, for instance, 
costs $8.03 for 15 lbs. That's $1.68 less than the next lowest 
priced air service.” 


—»— 


GEeTS THERE FIRST via US. Scheduled Airlines 


CALL AIR EXPRESS ... divisionof RAILWA EXPRESS AGENCY 


Advertising Age, January 9, 1956 


year in the industry’s history with 
over-all sales exceeding $6 bil- 
lion for the first time. He pre- 
dicts an unprecedented demand 
this year for replacement tires for 
cars, trucks and off-the-road ve- 
hicles. 

The Rubber Manufacturers 
Assn. estimates that U. S. rubber 
consumption reached a record 1,- 
500,000 long tons last year. The 
association predicts that the in- 
dustry should maintain a high 
level of activity during the next 
12 months. 


e Shipbuilding: The Department 
of Commerce reports that work in 
progress and on order for ocean- 
going ships as measured in gross 
tons of ship capacity is about 18% 
higher than a year ago, and it 
reports that a continued increase 
in orders is expected in the next 
six months. 

Clarence G. Morse, Federal Mar- 
itime Administrator, says that 
more than $500,000,000 worth of 
ship construction and conversion 
is expected to get under way in 
U.S. shipyards in the next six 
months. This would be almost 
double the value of work now un- 
der way, he says. 


e Television Sets: Television man- 
ufacturers are predicting that be- 
tween 150,000 and 300,000 color 
tv receivers will be sold in 1956. 
James L. Lahey, gereral man- 
ager of Dage Television division, 
Thompson Products Co., forecasts 
a full-fledged boom for closed-cir- 
cuit television in industry and 
education this year. He believes 
that at least 5,000 closed-circuit tv 
installations will be made by the 
end of the year, as compared to 
only 1,500 made to date. 
Expanded color tv schedules are 
expected to boost the sale of color 
receivers to more than $250,000,000 
at retail prices, it is predicted by 
the Department of Commerce. 


The Maitlands Form 

Vic Maitland & Associates 
John I. Maitland has sold his in- 

terest in his current advertising 

business and has joined his son, V. 

I. Maitland, to form Vic Maitland 

& Associates, new Pittsburgh agen- 


ge 


John |. Maitland V. |. Maitland 


cy, at 1 Gateway Center. V. I. 
Maitland, president of the new 
agency, was exec. v.p. of Walker 
& Downing, Pittsburgh agency, for 
eight years, and for the past year 
has been executive advertising di- 
rector of Duquesne Brewing Co. 

John Maitland, exec. v.p., for 
the past 20 years has been engaged 
in newspaper advertising and 
merchandising. 


McGillvra Names Thomas 

Joseph Hershey McGillvra Inc., 
radio-tv station representative, has 
appointed Seymour H. Thomas 
manager of its midwestern office. 
Mr. Thomas, for the past year an 
account executive in the Chicago 
office of Venard, Rintoul & Mc- 
Connell, also has been with Keeb- 
ler-Weyler Baking Co. division of 
United Biscuit Co. and with 
WRRR, Rockford, Ill. 


O'Reilly to Wm. S. Merrell 

George O’Reilly has joined Wm. 
S. Merrell Co., Cincinnati drug 
company, as assistant advertising 
manager. Formerly he was asso- 
ciated with C. L. Miller Co. and 
Prentice-Hall, where he was ad- 
vertising director of the educa- 
tional book division. 
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by JOHN CROSBY 


CAN REMEMBER when my 
daughter Maggie, who is 
now six, used to crawl into 
my lap and say: “Daddy, 
read me a story.” Last year, 
1955, is chiefly notable in 
my book as the year Maggie 
first crawled into my lap 
and announced: “‘Daddy, 
I’m going to read you a 
story.” Maggie, in short, has succumbed to the 
charms and the perils of the printed word, so much 
so that she can hardly be persuaded to leave the 


stuff alone and go out and play with the other 
children. 


I can now put that apprehension behind me. 
But, while it lasted, it was an apprehension, be- 
cause 1955, besides giving birth to my daughter’s 
ability to read, also produced a best-selling book 
called “Why Johnny Can’t Read,” which with for- 
midable coherence endeavored to prove that our 
public schools are turning out a race of semi- 
illiterates. Well, if Johnny can’t, Maggie can. The 
literates have lost one and gained one. 

Did I read when I was six? I can’t remember 
when that terrible and wonderful and unbreak- 
able habit first gripped me, but I do remember 
that my parents had the same trouble with me 
that we’re having with her — namely, to get the 
books out of my hands long enough to have me go 
do something else. 

Maggie is a television child; by that I mean 
when she first became conscious of anything be- 
yond sleeping and eating, the TV set was right 
there, and it soon commanded an awful lot of her 
attention. A few years back, you'll recall, we were 
all mighty worried not only that we’d never get 
the kids away from the set long enough to teach 
them how to read, but that we’d forget how to read 
ourselves. 

There were some grounds for this fear. Read- 
ing probably did fall off for a while. But in 1955, 
despite the fact that there was probably five times 


cs 


as much television to choose from, there was not 
only more reading than before TV, there was more 
reading than ever before in history. People are 
now buying some 55 million newspapers a day, 
about 58 million magazines a week, to say nothing 
of 800 million books a year! 

Clearly, reading has survived television as it has 
survived a lot of other things. When my mother 
was six years old, a great hue and cry went up 
over the popularity of the bicycle. The bicycle, 
according to this lament, would take everycne out 
of the home, and so no one would find time to 
read any more. And when I was six, a new wail — 
or rather two new wails — went up. They were, 
respectively, the automobile and the movies. The 


automobile was supposed to be an even greater 
menace than the bicycle, because it would take 
the whole family away from home at once. So no 
one would ever read again. When Maggie came 
along, there was television. And when her daugh- 
ter arrives, I expect there'll be something else — 
conceivably the feelies of “Brave New World.” 
Still, the whole thing is a little puzzling. After 
all, the automobile, the radio, the movies, televi- 
sion do take up an awful lot of our time. How then 
do we manage to gulp down so much reading 
matter? You can’t dismiss it simply by increased 


population, either. Since 1920 the population has 
gone up less than half, but the sale of magazines 
has more than tripled. I brought this up one day 
with my friend Jim Mainwaring, who lives in 
Scarsdale and works on Madison Avenue. 

“Well,” said Jim, “the competition for our time 
is terrific all right. But we've got more time. When 
your mother was a girl, people worked around 
sixty hours a week. Now it’s forty. When Maggie 
grows up, it'll be thirty or less. And there'll be 
umpteen million gadgets to do her housework for 
her. She'll have to read. You can’t look at Arlene 
Francis all day long.” 

“Now all I got to worry about is what she'll 
read. ‘Saucy Stories’? ‘Keyhole Crime’?” 

“Oh, probably. But she can’t read that stuff all 
the time, either. Sooner or later she’s bound to 
stumble on something good. And eventually 
Maggie will be a consumer,” said Jim with that 
faraway look ad men get when they view a po- 
tential customer. “And we in the advertising busi- 
ness will have to chase her through a lot more 


le can read! 


magazines than we had to chase your mother 
through. Nowadays women read a lot of things 
they never read before. Boxing stories, for exam- 
ple. Women could never be persuaded to read box- 
ing stories until they got the boxing bug by 
watching it on television. Some magazines are 
printing more fantasy, because people got an ap- 
petite for fantasy from TV. Television arouses 
more curiosity than it can possibly satisfy. It was 
supposed to be a ferocious competitor, but gradu- 
ally the magazines discovered it’s just a field they 
have to cover like the theater or sports or politics.” 


But Maggie, I was thinking, has bigger things 
than that ahead of her. Right now her reading is 
largely a matter of Johnny Woodchuck scamper- 
ing through the Green Meadow. Ahead of her — 
and I’m a little envious — 
are her first brush with 
“Black Beauty,” Alice 
stepping through the 
looking glass, the 
apple-barrel scene in 
“Treasure Island,” 
Huck and Jim 
drifting down the 
Mississippi with 
the King and 
the Duke. 


And along with 
the delights and : A 
the splendors, <7/ 2d /*f\ 
there'll be some wi a = 
terrors and tor- 
ments — Dostoievsky’s “The Possessed,” “From 
Here to Eternity,” “A Streetcar Named Desire.” 
For reading is not all joy. It is — like life itself — 
compounded of many moods, ranging from ecstasy 
to despair, and Maggie will have to learn to take 
the rough with the smooth, the emotional storms of 
Shakespeare, the intellectual furies of Shaw, the 
spiritual torments of Tolstoy, gathering from the 
ancient wisdom of long-dead genius a litile fire 
to enrich her own living spirit. 

And someday — if she’s lucky — she'll get the 
biggest thrill of all when a little girl climbs into 
her lap and says: “Mummy, I’m going tw read 
you a story.” 


Good for Maggie! She helped to make 
1955 the readingest year ever. 

Although we can’t speak for the entire 
publishing industry, we’ve added up our 
own figures and they certainly under- 
score your point. It was the biggest year 
The Saturday Evening Post, Ladies’ 
Home Journal and Holiday ever had. To- 
gether they sold more than 310,000,000 


was ahead in advertising linage and rev- 


Dear Mr. Crosby, 


copies — an all-time record. And each 


enue. (Gross advertising revenue was 9% 
more than ever before — $113,142,595.) 
That’s particularly significant when you 
remember that all three — the Post, the 
Journal and Holiday — are reading mag- 
azines in the full sense of the word. 
What about 1956? Advertising space 
now on the books for the next six months 
is ’way ahead of this time a year ago. 
Happy New Year, 
THE CURTIS PUBLISHING CO. 


Pa 
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Sharon Siegan Joins Crisp Inc., has joined Richard D. Crisp 

Sharon Siegan, who has been & Associates, Chicago, as senior 
in charge of motivational research | associate. She will direct the qual- 
for Tatham-Laird Inc., Chicago,|itative and psychological research 
activities. 


New TV ‘Net’ Serves Small, Isolated Areas; 
Feeds Canned Shows on Local Closed Circuit 


Beverty Hits, Jan. 3—Those | signal will not go through the air, 
communities which are outside the| no FCC approval is required, and 
| range of satisfactory tv reception| no transmitter is needed to oper- 
can take heart. If the Trans-Com-| ate the “station.” The absence of 
munity Television Network’s plans | a transmitter means that this oper- 
work out, things are going to be’ ation can be started for a fraction 
different. | of what it takes to put an ordinary 

Effective Jan. 15, Trans-Com-| ty station on the air. 
munity will start providing tv 
service for Cedar City, Utah. Pre-| 


liminary plans to cover four other | 


and formerly with Social Research | 


10 Sol Doarors 


America’s Most Influential Medical Journal 


Medical advertising agencies are specialists. They in- 
vest millions of dollars influencing U.S. doctors. In this 


® Channel 5 was allocated to 
Cedar City for a station, but no- 
cities have started, and the new) body has applied for the license. 
type of network expects to reach; The nearest tv station to Cedar 
50 cities by the end of the year.| City, which has a population of 

Cedar City will get what|8,000, is Las Vegas—some 170 
amounts to its own tv “station”| miles away. According to Luellen 
at a price the town can afford. The | Stearns, who is the network’s v.p. 
“station” will consist of a small|in New York, Trans-Community 
studio manned by two engineers | will enter a market for two rea- 
|}and a secretary. Facilities will in-| 


sons: 
clude a camera, two 16mm chains | 


group are some of the ablest, most astute advertising 
men in the medical field. 

Last year these agencies placed more advertising in 
Modern Medicine than in any medical journal in the 


svccwewe| MODERN MEDICINE 


Editor-in-Chief, 
Minneapolis « New York « Chicago « Los Angeles « San Francisco 


Walter C. Alvarez, 
—_ in Canada: Modern Medicine of Canada 


1. If the geographic terrain is 

for filmed shows and slide equip-| such that the community can’t get 

ment. a good signal from any nearby 
The shows will be fed to sub-| station. 

|scribers via open wires. Since the| 2. If the financial potentialities 


SOR ae ream renye 


— 


When in Doubt, Watch the Other Fellow 


market trends soon learn, much to the benefit of 
their sales, that the Worcester grocery market 
continues to grow. The half million people in the 
Worcester Market, now 28th in the nation, spend 
$175,676,000 in food stores. 


A whole classroom full of expectant fathers 
watch carefully and then learn by practice in a 
special course given by the Worcester Society for 
District Nursing. 

Food manufacturers watching consumer 


Pd 


Circulation: Daily, 156,818; Sunday, 104,429. 
fhe 


\t 


WORCESTER WORCESTER, MASSACHUSETTS 
Howard M. Booth, Publisher 


EGRA 
o ALEVE Vagos bonne 


OF 


OWNERS RADIO STATION WTAG AND WTAG-FM ; 
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of the community are so limited 
that it cannot support a video sta- 
tion, requiring an investment of 
upwards of $500,000. 

Mr. Stearns and his associates 
already have selected 120 com- 
munities falling within one or an- 
other of these categories as good 
prospects for their network. The 
cities range from less than 8,000 
people to as many as 50,000. Some 
of them—like Cedar City—have 
FCC allocations, but nobody has 
decided they are a good capital 
risk, so the channels have gone 
begging. 


8 Trans-Community moves into a 
city after obtaining a franchise 
from the city to put up its special 
lines. The telecasting day will in- 
clude eight hours of programming 
from 3:30 to 11:30 p.m., local time. 
The “network” already has been 
signed as a bonus “affiliate” by 
ABC and NBC, which will permit 
it to carry kinescopes of their 
shows. Necessary union clearances 
for the use of the programs have 
been obtained. 

In Cedar City about 300 families 
have signed to pay $7.50 a month 
to get eight hours of tv a day in 
their homes. They also will pay an 
installation charge to hook uy to 
the circuit. They will get a com- 
bination of live programming, net- 
work kinescopes and film shows. 
A Cedar City salesman has been 
hired to sell local advertisers on a 
commission basis. 

Trans-Community will get no 
payment from network advertisers 
for carrying their shows. However, 
as soon as there are as many as 10 
cities in the network’s hookup, 
they will be offered to advertisers 
as a regional network. Commer- 
cials and programs will be spliced 
together at the company’s Beverly 
Hills headquarters. 


® Board chairman of Trans-Com- 
munity is Jack Gross, who used 
to own KFMB-TV, San Diego. 
J. L. Doff, a Los Angeles attorney, 
is president. Mr. Stearns, who is 
directing the New York phase of 
the operation, formerly was east- 
ern sales manager of NBC Spot 
Sales. 


New ‘Modern Publicity’ Book 
Carries 1,000 Ad Illustrations 

The Studio Publications, London 
and New York, has published the 
silver jubilee issue of “Modern 
Publicity,” edited by Frank A. 
Mercer. The 152-page book sells 
for $8.50. 

The book contains more than 
1,000 illustrations of ads and pack- 
ages, the work of artists and agen- 
cies in 31 countries. The majority 
of the illustrations were originated 
in Great Britain. About 140 of the 
ads are in color. 


Grossfeld Adds One 


Premium Plastics Inc., Chicago, 
maker of plastic containers for 
ice cream, dairy, food and candy 
products, has appointed Grossfeld 
& Staff, Chicago, to direct its ad- 
vertising and merchandising cam- 
paign. Daniel J. Edelman & Asso- 
ciates will continue to handle 
Premium Plastics’ public relations 
program. Advertising plans include 
a business and trade paper sched- 
ule, direct mail and sales training 
aids. 


‘Coast Guard’ Purchased 

Army Times Publishing Co., 
Washington, has purchased the 
U.S. Coast Guard Magazine. Ben- 
jamin Ramsey will continue as 
editor. The name and format of 
the magazine, founded in 1927, 
will be unchanged. 


Biow Boosts Norman Mork 
Norman E. Mork, manager of 
the San Francisco office of Biow- 
Beirn-Toigo, has been named gen- 
eral manager and v.p. in charge of 
West Coast accounts of the agency. 
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Advertising Age 


The Wasey Story 


C. M. Reflects on a Christmas Ad 


Woolf Quotes Old-Time Food Copy 
How About ‘New’ Models?: Weiss 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


The Story of Half a Century in Advertising... 


THE NATIONAL NEWSPAPER OF MARKETING 


Lou Wasey, One of the Last of the Agency Pioneers, 


Looks Back on 50 Years of Busy Selling 


Louis R. Wasey, one of the founders of Erwin, Wasey & Co.., is, at 71, 
a member of that diminishing band of pioneers who entered the agency 
business around the turn of the century. Son of a Detroit chair manufacturer, 
young Wasey attended private schools in Detroit and Connecticut, and then 
went to Michigan Agricultural College (now Michigan State) and Hobart, in 
Geneva, N. Y. He left Hobart after two years to get into advertising, and left 
advertising a week ago as he sold out his interest in the agency. A month or 
so ago, AA staffer Jim O’Gara and Syd Schonnbrunn of Schonnbrunn-Ives 
descended on Mr. Wasey with a tape recorder and a camera. The result is 
presented here, in Mr. Wasey’s own words. 


My ambition was always to get into 
something where I could sell. But when I 
was a boy I spent summers working in a 
shipyard at $1 a day. One summer I 
loaded salt on freight boats at 30¢ an hour. 

When I was 18, I spent five weeks at a 
lathe in a plant in Detroit and I thought 
I wanted to be an engineer. But when I 
went to Hobart, my roommate was busi- 
ness manager of the college paper. He 
solicited advertising for it. One day he 
told me there were three merchants in 
town he couldn't sell. He said since I was 
always talking so big, why didn’t I try to 
sell them. So I went to town, and it was 
like taking candy away from a child. 
From then on I made up my mind to go 
into the advertising business. 


® I left college to go to St. Louis with 


Guy Emery Shipler, who now publishes 
The Churchman. We went for the open- 
ing of the World’s Fair in 1904, supposedly 
as representatives of the Boston Traveler. 
We operated a hotel arrival service. Being 
representatives of the Boston Traveler, 
supposedly, we got an office in the press 
building on the fair grounds. Our Trav- 
eler News Bureau sent letters to newspa- 
pers all over the country and we got 200 
of them to publish the names of people 
arriving at the different hotels. 

Then we solicited the hotels for adver- 
tising. The old-time hotels that knew 
they’d have plenty of business anyway 
were pretty hard to sell. But the tempor- 
ary hotels were easy. Every week we'd 
present press clippings to the hotels and 
collect their money. 

When July came along, I had all the fair 


eon "3h i 


Par. 


42-YEAR SPAN—These snapshots of Mr. and Mrs. Wasey—one taken in 1911 and the 
other at the Waseys’ home on Cat Cay in 1953, are from the couple’s 1953 Christmas 


greeting card. 


I wanted, and we’d made a success of it. 
I wanted to get into the advertising busi- 
ness, in Chicago. I cultivated the manager 
of the St. Louis office of Lord & Thomas, 
and through him I met Mr. Erwin, a vice- 


LOUIS R. WASEY—he wanted to get into the 
advertising business. 


president of the agency, who came to St. 
Louis to handle Anheuser-Busch. I told 
him what I’d been doing, and he asked me 
to come to Chicago to meet Mr. Thomas. 


= Mr. Thomas asked me a few questions, 
then he told Erwin he’d better hire me. I 
went back to Erwin’s office and he said, 
“How much money do you want?” I said, 
“That’s up to you.” So I started with $65 
a month. The fact that I had made such a 
success of the hotel-arrival service showed 
they weren’t taking much of a chance giv- 
ing me a job. 

My first job was checking rate cards 
for the different publications, which I dis- 
liked very much. Then Buck Evans, St. 
Louis manager for the agency, asked Mr. 
Erwin if he’d send me there to land some 
of the contracts being let for the tele- 
graphic news notices of awards given ex- 
hibitors at the fair. Lord & Thomas would 
charge manufacturers for sending out 
news notices that they’d won prizes. 

There was an Associated Press in those 
days, but they weren’t working for the 
advertiser very much. I did so well get- 
ting companies to advertise their awards 
that they called me back to Chicago and 
sent me right out on the road, selling. I 
was only 20, and I knew nothing about 
advertising. 


= In those days, they’d send you into a 
town like Kalamazoo with a list of all the 
concerns in town. And you’d go around 
from one doorstep to another to see if 
they were interested in advertising. 

I'll never forget there was a corset man- 


ufacturer in Kalamazoo who did his busi- 
ness through agents. He was advertising 
in magazines to get agents. So I called in 
there and the fellow said, “Why, yes; I'll 
give you some business. I’d like to put 
some ads right away in the women’s mag- 
azines. When can I get in the Ladies’ Home 
Journal?” I said, “Why, I can get you in 
right away.” 

Of course, I later found out from the 
home office that it would be three months 
before those ads could run. But that’s how 
I had to learn the business. 


8 I finally was given the state of Ohio by 
Lord & Thomas. I’d leave Chicago every 
Monday night and get back Saturday 
morning for three weeks out of the month. 
The other week I'd stay in Chicago. 

I was told to call on a Prof. Beery in 
Pleasant Hill, a few miles out of Dayton. 
He had written in that unless some repre- 
sentative called on him, he was going to 
take his account away. This amounted to 
$150 or $200 a month. He advertised a bit 
used for breaking horses. 

I went to see him, and saw a pile of 
books being wrapped up. He said it was 
his book on horsemanship. I looked at it 
and I could see it would make a swell 
mail order course on horsemanship, di- 
vided into several different pamphlets. So 
I told him I had a good idea, and if he 
took it, would he buy me a $1,500 automo- 
bile (they were just coming on the mar- 
ket) if he made $10,000 profit the first 
year. He said he would. 


8 I realized afterward that I made a ter- 
rible mistake not asking him for a third 
of the business, which I could have gotten 
easily. He made $9,000 running the mail 
order course the first year, so I didn’t get 
my automobile. The course was so suc- 
cessful the Pleasant Hill post office jump- 
ed to second class. 

With his mail order students as agents, 
Prof. Beery could have set up an animal 
feed business. I told him the students 
would be tickled to death to represent 
him, as they believed in his methods so 
strongly. But he couldn’t see the possibil- 
ities. He overlooked a grand opportunity, 
but I learned a lot in this mail order busi- 
ness. And we got to spend up to $40,000 
or $50,000 a year for him, in the farm 
field. 


@ I remember buying an interest in a 
cream separator company in Kansas City. 
They made gravity separators, just about 
the time the centrifugal separators were 
coming on the market. We sold to agents 
and advertised in farm magazines that 
people could get separators for free. Just 
send us your name and we'll send you a 
separator absolutely free. 

The basis on which we operated was to 
have him sell to a neighbor and he’d get 
his own separator for nothing. Then as a 
postscript at the bottom of the letter, if 
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“When I left Lord & Thomas I gave 
Lasker an alternative. I said I’d take 
only the accounts I had brought in, not 


“About 32 years ago we figured we should have an organization 
in New York, but Mr. Winters said we would never be able to 
get Kudner to leave Chicago. I said, ‘There’s one way of getting 


“One day I asked a man named Harry Kramer, who started Cas- 
carets and made an international business out of it, if there was 
constipation in other countries, the same as in America. He said, 


him down. I don’t care anything about being president, I’d just 


as soon be chairman of the board.’ It worked out that way.” 


“The advertising business is a young man’s business. Most all of 
the men who have been along with me in business—they’re all dead 
and they were younger than I. I’m the promoter type and can 
never retire, but I’m not active in the advertising business any 

more.” 


they didn’t want to bother to sell one to a 
neighbor, we’d sell them one at the agent’s 
“confidential wholesale price,” which was 
half the retail price. But it was only a six 
months’ business for me; I’d learned what 
I wanted to learn—the mail order busi- 
ness. So I signed my interest out and 
moved back to Lord & Thomas. 


® One time Lord & Thomas had a letter 
from a doctor in Portsmouth, Ohio. He 
said he had a tablet substitute for calomel. 
As my mother always gave me calomel, I 
said I was willing to call on this doctor. 
He told me he’d been giving his patients 
the tablet for some time and they kept 
coming back for more, so he decided he’d 
like to put them on the market. 

He called them Dr. Edwards’ Olive 
Tablets. I asked him if he had $1,000 to 
experiment on this. He said he did, so I 
got up some advertising and we put the 
tablets on the market. 

I went to Columbus, got a couple of 
jobbers to take the merchandise on con- 
signment, sent a couple of packages to all 
the drug stores, and started the advertis- 
ing. In two months’ time I knew we had 
a winner. 


8 Then I got him to organize a company 
for $50,000 and told him he was entitled 
to 51% of the stock for getting up the for- 
mula and testing it out, and not to sell 
anybody any more than $1,000 worth of 
stock because some day he’d want to buy 
it back. I had no money but I got him to 
take my note for $3,000. 

One day he told me I could buy up all 
the rest of the stock in Portsmouth, except 


“One of the things I believed in all my 
life in advertising was to get hold of a 
product you could sample, with adver- 
tising. I am a tremendous believer in 


‘Mr. Wasey, the whole world is constipated.’ ” 


sampling. I also believe in salesmanship 
and good old common sense reason-why, 
and hitting often enough.” 


one or two people he didn’t want the stock 
from. Before that I had been buying up 
different people so I had gotten a quarter 
interest in the company. Now, when he 
said go and buy up most of the rest of the 
stock, he and I could be almost equal part- 
ners in the thing. 


® I told him I appreciated it, but that we 
had a smart young fellow coming along 
in the company, and that I would like to 
see him get the stock. So we arranged for 
Fred Rathburn to buy the stock. He’s run- 
ning the business today and is very suc- 
cessful. [The Olive Tablet Co. is still a 
client of Erwin, Wasey’s and George E. 
Wasey, nephew of Louis Wasey, is v.p. of 
the company and account executive for 
the agency. Louis R. Wasey is a major 
stockholder. ] 

We used newspaper advertising for the 
tablets in those days, newspapers and 
sampling. I was always a great believer 
in sampling. We’d go into a town and start 
a newspaper campaign and do some 
house-to-house sampling, and the combi- 
nation worked very well. The newspaper 
copy used reader-type appeal; a certain 
amount of vanity appeal—for people who 
wanted to look pleasant, getting bright 
eyes and rosy cheeks. 


® There was a man in those days named 
Harry Kramer who started Cascarets and 
made an international business out of it. 1 
asked him one day if there was constipa- 
tion in other countries, the same as in 
America. He said, “Mr. Wasey, the whole 
world is constipated.” 

Well, I guess it’s true. One form of lax- 


ative or another is a very successful field 
to work in. 

After this, I wanted to get an interest 
in as many little companies as looked good 
that I could get into, with a limited 
amount of money. I remember a funny 
experience. I was engaged to a Cleveland 
girl 44 years ago and was taken to the 
hospital with pneumonia. When I started 
to get well, I noticed a jar on the table 
with the name Musterole. That’s what the 
doctor was using on my chest to get me 
better. 


® So I went out to call on this company 
later. It was a little company struggling tn 
get started and had this very fine coun- 
terirritant the doctors were prescribing. 
I got them started on some real advertis- 
ing. The company grew rapidly and I got 
an opportunity to buy an interest. I am 
still a director and stockholder. 

Another product I got interested in was 
Zemo, an antiseptic ointment and liquid 
made in St. Louis by E. W. Rose Co. This 
was back in 1915 when they were strug- 
gling along. I happened to meet Mr. Rose 
and told him we had a great company in 
Musterole and if he needed money he’d 
better let us buy an interest in the busi- 
ness, which he did. It’s still there in Cleve- 
land, going along in great shape. 

I remember one time we had the Win- 
ton Motor Car Co., the White Motor Car 
Co., the Stearns Motor Car Co.—all ad- 
vertising with Lord & Thomas. Later on 
we also got Peerless. Naturally, there 
were jealousies with competing accounts 
and we couldn’t take care of that many 
at one time. It was possible for us to have 


all those I’d worked on. Either that, 
or I’d take them all. Lasker settled on 
my basis.” 


“I told Mr. Lasker: ‘People we come in touch with are heads of 
businesses, and they like to do business with someone who has 
a title. If you’ll make us salesmen all vice-presidents, it would 
help a lot.’ Half an hour later he made four of us vice-presi- 


dents.” 


four automobile accounts at once because 
the advertising managers wrote the copy 
for two of the companies and we just 
placed the ads. 

Back in the early days of the automo- 
bile, there was the Reo Motor Car Co. 
They were coming out with a car around 
$1,000 and they didn’t have enough money 
for advertising at that price. The Lord & 
Thomas agency advised them that if they 
put the price at $1,060 or $1,090 the public 
couldn’t tell whether it was worth that or 
$1,000 and it would give them enough 
money to put over a big advertising cam- 
paign. They accepted that advice. They 
made a tremendous success out of it be- 
cause they did enough advertising. 


= In my ten years at Lord & Thomas I 
learned that anybody who stayed there 
had to work. A fellow who didn’t make 
good with them in a hurry didn’t stay 
around. You had to make good or you got 
out, which is the only way to run a busi- 
ness of this kind. 

I made up my mind I was not going to 
get married until I was making $5,000 a 
year. When I got engaged I was making 
$3,600. So I had to wait a few months. 

About this time, my father’s partner in 
the chair factory got interested in a new 
engine company in Detroit. He sent for 
me and asked if I would take the manage- 
ment of this company and they’d pay me 
$10,000 a year and lay aside one-quarter 
of the stock for me. It was a very flatter- 
ing offer. 

I told Mr. Lasker about it and asked 
him what he thought. He said, “Well, I'll 
give you $10,000 if you decide to stay 
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with me right now.” I told him, “What’s 
the difference of three or four days while 
I investigate this thing?” He said, “All 
right.” 

I got thinking the thing out. I loved 
the advertising business and I thought 
maybe the engine company would be a 
flop and then I’d have to start all over 
again. So I stayed at Lord & Thomas. 

I was about 28 at this time and I was 
handling a lot of automobile business in 
Detroit, the Diamond Crystal Salt Co. in 
Michigan and the medicine companies I 
was interested in, and I had my hands full. 


® But I realized that as smart a man as 
Mr. Lasker was himself, he’d never want 
anybody to be too darn smart. If you got 
too smart, he thought you were getting 
too powerful and he would just as soon 
part company with you and get somebody 
else. He would pay good salaries, but he 
never wanted to let a person have a real 
interest in the company. 

Lasker was a smart fellow; a great fel- 
low to get an education from. And he was 
one of those fellows who used to work a 
lot on new business. He said to me one 
day, “Why don’t you fellows get more 
business? I’m disappointed.” I said, “Well, 
you’re all wrong in one respect. People 
we come in touch with are all heads of 
businesses and they like to do business 
with some one who has a title, not just 
salesmen. Now if you’ll make us fellows 
all vice-presidents, it would help a lot to 
get new business.” 


® He said, “You may have something 
there.” About a half hour later he came to 
my office and made four of us vice-presi- 
dents: Will Jefferson, Paul Faust, William 
T. Kester and myself. Lasker told us he 
was going to take us all into partnership 
in the company in five years’ time. The 
fellows were all highly effervescent about 
the thing, and I said, “Well, I may be the 
kid of the crowd, but I don’t believe it. I 
think you will see that when it comes time 
to become real partners, he’ll gradually 
get rid of us.” 

And that’s the way it ended. He got rid 
of Faust, and Faust went out and started 
his own business. Jefferson went with me, 
and Kester afterwards retired. 


8 I started one product years ago—a com- 
bination of milk of magnesia and mineral 
oil. I built it up to a fine business and 
sold it to Sterling Products Co. They have 
made a very successful product out of 
Haley’s, which is what it was called. 

I remember Mr. Haley came to me 
without any money and told me he had a 
patent on this product. We started grow- 
ing and everybody knew the benefits of 
magnesia and mineral oil. It was just a 
case of selling the combination together, 
and it was very successful. 

Years ago we started to do business 
with the R. B. Semler Co., when they were 
just putting Kreml hair tonic on the mar- 
ket. This was a success right from the 
start. I was able to buy some stock and 
start with the company on the ground 
floor. 


s And I'll never forget once I was down 
in Canton, Ohio. I’d always cultivate 
newspaper men while traveling around 
the country. Well, the father of the adver- 
tising manager of the Canton Repository 
was connected with a factory in North 
Canton. He was in the saddle business, but 
he was just coming out with a vacuum 
cleaner. I went up and met Mr. Hoover 
and talked to him about his account, and 
he said I’d have to talk with his son. I did, 
and I realized that no one knew anything 
about vacuum cleaners—people weren’t 
going to go out and lay down the money 
they were asking for them in those days 
without having tested them. 

So I told him the only thing to do was 
to test them on a 30-day free trial. Send it 
out and prove it. I sold them a bill of 
goods right away and started to do busi- 
ness with them. 

They got orders and they’d send out the 
cleaners fast. But we found they came 
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SPECIAL USES—Carnation milk advertising 

turned out by Erwin, Wasey in 1922 

(Carnation is still an E-W client) fea- 

tured special uses, such as this ad ad- 
dressed to campers. 


back as fast as they went out. The motors 
would blow out. That was fixed later and 
Hoover did fine. We still advertise Hoover 
in England. This was about the time the 
Gillette people put out their first $5 safe- 
ty razor, but nobody was using safety 
razors. So Gillette got started with a 30- 
day free trial, too. 


® After going along ten years with Lord 
& Thomas, I was anxious to start my own 
agency. And I wanted to go along in a 
little different way. I learned that Mr. 
Erwin had sold out to Mr. Lasker four and 
a half years earlier, and that he was going 
to retire on Feb. 1, 1915. 

I went to him and asked if it was true, 
and he said, “Yes.” So I said, “How about 
starting a business with me?” He said, 
“Well I’ve got money; I’ve worked hard; 
I want to retire.” He wouldn’t listen to 
me. 

So in the fall of 1914 I started my own 
business anyway. I will never forget how 
people told me I was foolish to start a 
business with the war on. I told them I 
thought that was the best time. And it 
proved out that I was right. 


® I got Will Jefferson, who was with us 
at Lord & Thomas, to join me. He was 
much older. He should have had his name 
first in the firm, but I knew he wouldn’t 
stay too long in the business, so I put my 
name first and we started with Wasey & 
Jefferson in September, 1914. 

Then I went back to Erwin just before 
he retired from Lord & Thomas. I asked 
again if he’d come into business with me. 
He said, no, he felt very tired. Then I had 
an idea. I got hold of Mrs. Erwin and 
asked her if she loved her husband. “My, 
what a silly remark!” she said. “Well,” 
I said, “He’s going to die if he doesn’t 
work.” Well, next day, Erwin called me 
and said he’d go into business with me. 

We changed the name to Erwin, Wasey 
& Jefferson in February, 1915. Several 
months later Mr. Jefferson retired, so 
now it’s Erwin, Wasey & Co. Mr. Erwin, 
with his name and prestige, was just the 
man I needed. I was only a kid 30 years of 
age. I think he was 58 or 60. Our rela- 
tionship was like father and son. 


® When I left Lord & Thomas I took 
away plenty of business to start my own 
company. Robbins & Myers was one; 
Musterole, Dr. Edwards’ Olive Tablets; a 
number of them. When I left Lord & 
Thomas I gave Lasker an alternative. I 
said I’d take only the accounts I had 
brought in, not all those I’d worked on. 
Either that, or I’d take them all. Lasker 
settled on my basis. 

When I left I was making $15,000 a year 
and I was 30 years old. Lasker offered me 
a percentage of the profits if I’d stay. But 
it wasn’t the money; I wanted my own 
business, and run along my own lines. 
There are a lot of things in the business 


aside from just how much money you can 
make. 

I could have made a lot more money if 
I'd wanted to be a little more cold-blooded 
and have fewer friends in life. The thing 
I have, if I haven’t anything else, is a lot 
of good friends who mean more to me 
than anything else. 


= I remember when I started my own 
agency I bought a secondhand Packard 
and then I bought a beautiful town car 
body in Chicago. I hired a driver and 
started right off putting up a good front. 
It was extravagant from one point of 
view, but it showed prosperity and I’ve 
had a chauffeur ever since. 

Our business grew very fast, and then, 
once Mr. Erwin came with us, we got all 
the Goodyear Tire & Rubber Co. adver- 
tising. That was just starting to grow fast. 
And then our big problem was building an 
organization. 

I came to New York and got Arthur 
Kudner, who was a very smart fellow. 
And I got a man named Paige-Wood, who 
was with Fuller & Smith in Cleveland, 
who was a wonderful layout man. And I 
got O. B. Winters from Detroit, who was 
a great writer, and we had a great organ- 
ization started. 


® About 1917, a friend of mine introduced 
me to Jim Kennedy when I came east for 
a football game. He was a partner and 
a relative of a Dr. Forhan. who put out 
Forhan’s Pyorrhea Preparation. I advised 
Forhan to change the name to Forhan’s 
for the Gums because women would nev- 
er admit they had pyorrhea by buying 
it. For years Forhan’s spent $1,000,000 an- 
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NO COPY NEEDED—No copy at all, beyond 

the picture caption of Marshall Foch and 

General Pershing in an American Legion 

parade, riding in a Lafayette, was needed 
for this magazine ad in 1921. 


nually through Erwin, Wasey. 

In those days, we had $4,000,000 in 
billing. I was always ambitious. I thought 
it would be a great thing to have an office 
in England. It would give me an excuse 
to go over there once a year. Mr. Erwin 
wasn’t very keen about our expanding so 
fast, but I took a trip over there and 
found we could get a lot of business right 
away from American firms. I came back 
and told him it would be a great place for 
his son-in-law. I knew his daughter liked 
England, and that sold the thing. They 
went over there in 1919. 

We’ve had our ups and downs in Eng- 
land, but we have, I think, the third 
largest advertising business there today. 
Our approximate billing there is $10,000,- 
000. 


s I have always believed that men who 
were really smart and outstanding in the 
agency should be given an interest in the 
business. So I told our people right from 
the start that, over a certain period, if 
they could measure up, they’d get an in- 
terest. I’ve always stuck to that. 

I took Mr. Kudner in as a partner, Mr. 


1 ® PAO 
When does a man begin 
to get young ? 


FREE TRIAL OFFER—Barbasol ad of the mid- 

dle ’20s demonstrates Lou Wasey’s belief 

in sampling, with a free trial offer cou- 

pon. Copy is specifically addressed to 

“males edging along toward 40,” urges 

them not to get set in “old-fashioned” 
shaving habits. 


Paige-Wood as a partner, Mr. Winters as 
a partner. And later on, when we meved 
to New York, Mr. Hobler. I thought it 
was a much more satisfactory way of 
doing business. 

About 32 years ago we figured we 
should have an organization in New York. 
Mr. Winters and I moved to New York 
and started to build a staff here. It grew 
very rapidly and we eventually got Mr. 
Kudner to move here. Mr. Winters had 
said we would never be able to get Kud- 
ner to leave Chicago. 


8 I said, “There’s one way of getting him 
down. I don’t care anything about being 
president, I’d just as soon be chairman of 
the board.” If we offered to make him 
president I was satisfied we could get 
him to come east. It worked out that way. 

Business grew very rapidly—a little too 
fast. I don’t think we should have taken 
business on quite as fast we did. We 
haven’t any desire to be too big. You want 
it compact enough so you can personally 
see what’s going on. 


® One of the things I believed all my life 
in advertising was to get hold of a product 
you could sample, with advertising. 

I started the Barbasol Co. in Indiana- 
polis, the great brushless shaving cream. 
I might tell you that you can get the 
finest shave in the world with Barbasol. 
But you're a creature of habit; you're sat- 
isfied with what you’re using. But if you 
find a tube in your medicine cabinet when 
you run out of shaving cream, you try it. 
You find out this is better. 

We built the Barbasol business very 
rapidly and wanted to come into the New 
York market. We came in here with 500,- 
000 sample tubes and handed them out to 
people at subway and elevated stations. 
Our business started growing. I am a 
tremendous believer in sampling. 


@ Besides sampling, I also believe in 
salesmanship and good old common sense 
reason-why, and hitting often enough. If 
it’s a product that people are not going 
to buy until they’re constipated or until 
they get a cold, you’ve got to be hitting of- 
ten—so that when they get it, they’re 
going to think of your product and not 
wonder what to buy. 

The advertising business is a young 
man’s business. It’s a killing business 
Most all the men who have been along 
with me in business—-they’re all dead, 
and they were younger than I. I’m a pro- 
moter at heart and can never retire, but 
I’m not active in the advertising busines: 
any more. 


@ Everything in this country is getting 
bigger all the time, colleges are getting 
bigger, and still there is a real dearth of 
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business executives. I think one of the 
reasons for it is that a lot of people don’t 
like to work so hard any more. The big 
majority of people who come to work for 
you do not want to accept responsibility. 
They are cut out to work for somebody 
else, and they don’t get further along be- 
cause they will not accept responsibility. 
I was always figuring something all the 
time—whether I was in the office or not, 
because I liked to work and I still do. I've 


Salesense in Advertising... 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


It has long been my belief that a great 
deal of food copy is unimaginative and 
dull. It limps along with a handful of 
overworked adjectives—delicious, tempt- 
ing, succulent, luscious, mouth-watering, 
etce.——that ought to be 
wrapped up in moth 
balls and stored away 
in the attic along with 
grandma’s old stereo- 
scope. 

In my files I pre- 
serve carefully two 
wonderful specimens 
of food “copy,” one by 
Washington Irving and 
the other by Mark 
Twain. Once or twice each year I read 
them, studiously and reverently, for two 
reasons: (1) for sheer pleasure; (2) as an 
exercise in humility. I offer them here 
for your edification and delight. 


® From “The Legend of Sieepy Hollow”: 
“Fain would I pause to dwell upon the 
world of charms that burst upon the en- 
raptured gaze of my hero, as he entered 
the state parlor of Van Tassel’s mansion. 
i Not those of the bevy of buxom lasses, 
with their luxurious display of red and 
white; but the ample charms of a genuine 
Dutch country teatable, in the sumptuous 
time of autumn. Such heaped-up platters 
of cakes of various and almost inde- 
scribable kinds, known only to experienced 
Dutch housewives! There was the doughty 
doughnut, the tenderer oly koek, and the 
crisp crumbling cruller; sweet cakes and 
short cakes, ginger-cakes and honey- 
cakes, and the whole family of cakes. And 


got plans mapped for ten years ahead that 
I want to do with my paradise down in 
the Bahamas. [Mr. Wasey owns Cat Cay 
in the Bahama Islands. ] 


® As for the agency field, I’m actually 
retired. Howard Williams, the president of 
the agency today, came with us 21 years 
ago. He’s a real business man, and I’m the 
promoter type—a combination that's 
worked out very happily. 


Concerning the Motherly Teapot 
and the Fat Rotundity of Watermelons 


then there were apple-pies and peach-pies 
and pumpkin-pies; besides slices of ham 
and smoked beef; and moreover delect- 
able dishes of preserved plums, and 
peaches, and pears, and quinces; not to 
mention broiled shad and roasted chick- 
ens; together with bowls of milk and 
cream, all mingled higgledly-piggledy, 
pretty much as I have enumerated them, 
with the motherly teapot sending up its 
clouds of vapor from the midst—Heaven 
bless the mark! I want breath and time to 
discuss this banquet as it deserves, and 
am eager to get on with my story. Hap- 
pily, Ichabod Crane was not in so great a 
hurry as his historian, but did ample jus- 
tice to every dainty.” 


® On the joys of the watermelon by Mark 
Twain: 

“I know how a prize watermelon looks 
when it is sunning its fat rotundity among 
pumpkin vines and ‘simblins’; I know how 
to tell when it is ripe without ‘plugging’ 
it; I know how inviting it looks when it is 
cooling itself in a tub of water under the 
bed, waiting; I know how it looks when it 
lies on the table in the sheltered great 
floor space between house and kitchen, 
and the children gathered for the sacrifice 
and their mouths watering; I know the 
cracking sound it makes when the carving 
knife enters its end, and I can see the 
split fly along in front of the blade as the 
knife cleaves its way to the other end; I 
can see its halves fall apart and display 
the rich red meat and the black seeds, and 
the heart standing up, a luxury fit for the 
elect; I know how a boy looks behind a 
yard-long slice of the melon, and I know 
how he feels; for I have been there. I 
know the taste of the watermelon that has 
been honestly come by, and I know the 
taste of the watermelon which has been 
acquired by art. Both taste good, but the 
experienced know which tastes best.” 


Looking at Radio and Television... 


By The Eye and Ear Man 

Once a television show is a clinker, it 
apparently is dead forever and a client 
might as well bury it and stop hoping 
that, if he turns his head for a minute, it 
will turn into a hit. The public appears 
to be quick and decisive in its reaction. 
There are plenty of examples of this 
thumbs-downing. In the past two years 
the leading television shows—more than 
50%—have been old shows, and the fa- 
talities among the new ones are mani- 


Advice: Don't Cling to a Clinker 


fold. Only the “$64,000 Question,” George 
Gobel, “Rin Tin Tin,” “Disneyland” 
and “Robin Hood” have been clear hits 
among the new shows without artificial 
support from a time period. This un- 
doubtedly accounts for the success of 
“December Bride,” the only other new 
one to make the big leagues. 

Some of the past little Jim Dandies 
that were given another chance include 
Ray Milland in a badly miscast comedy 
effort. The second year of this series 


was much better than the first, but the 
guy at home never gave it a second 
chance. “Life with Father” was a critical 
success but a mass audience flop at 7 p.m. 
CBS stubbornly kept it on at a later hour 
the next year and the answer was the 
same nothing. 


s “Father Knows Best” was loved by 
everybody but the great unwashed cus- 
tomers and consequently it was saved 
from a storage grave. This year it is doing 
only a little better in an earlier time pe- 
riod—8:30-——and appears doomed. 

Red Buttons showed signs of irregular- 
ity in one of the best time periods in tele- 
vision, the 9:30 p. m. Monday night period 
following “I Love Lucy,” and was given 
another chance at 8 p. m. Fridays. Every- 
body suffered. 

Dave Garroway, whose musical show 
kind of just petered out on Sunday nights 
in the early days, was revived on Friday 
night for reasons best known to NBC, and 
flopped again. 

It took about three times out to show 
that Imogene Coca was no single when she 
was allowed by NBC to run 9 p. m. Satur- 
day into the ground and retire to Las 
Vegas. 


® Ethel and Albert never quite beat out 
a mediocre quiz show, “Beat the Clock,” 
on Saturdays, and yet it was revived as 
a summer replacement for “December 
Bride,” and appears again this season on 
ABC. The result: the people have pointed 
their thumbs down permanently. Same 
thing for another pleasant little show, 
“Mr. Peepers.” It did all right until Jack 
Benny came on every other week opposite 
it. 

Joan Davis did okay for a while until 
“Disneyland” came on opposite her and 
showed how little real basic strength she 
had. 

Red Skelton presents the curious case 
of the clown who thought he was a media 
man, and moved from a great success in 
a Sunday, 10 p. m. spot to a thud on the 
same night at 7 p. m. Booted around as a 
sustainer, he limped around in various 
time periods until he got the magic spot in 
front of the smash “$64,000 Question,” 
and emerged once again as a fairly strong 
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contender. 

This season has some shows that are 
a-lying there. With varying degrees of 
imperfection, we have “It’s a Great Life,” 
“Variety Hour,” “Appointment with Ad- 
venture,” and “Justice” on Sundays. 
Limping on Tuesdays are “Name That 
Tune,” “Navy Log,” “Meet Millie” (kept 
long past its usefullness), “Playwrights 
Hour,” “My Favorite Husband” (another 
example of a failure that could not be 
revived). Wednesday’s weak sisters in- 
clude “Director’s Playhouse” and “MGM 
Parade.” If this list were really thorough, 
it might include Arthur Godfrey and his 
revolving friends, “The Millionaire,” 
“Kraft Theater” and “I’ve Got a Secret,” 
all of which are doing only fairly in rela- 
tion to their potential opportunity. 

Others living on borrowed time are 
Bob Cummings, “People’s Choice,” “The 
Crusader,” “Star Stage,” “The Big Sur- 
prise” (or you can’t buy an audience), 
“Stage Show,” “It’s Always Jan,” and 
“Damon Runyon Theater.” 


® To be fair, none of the shows listed 
above is a total loss. The worst television 
show on a major network still gets more 
circulation than most major magazines. 
It is also a pretty easy trick to recognize 
a clinker, but it is an Herculean task to 
get a better show in the middle of a tv 
season. Often there are long-term con- 
tracts which make a change uneconomical 
—if possible at all, legally—in under six 
months’ time. 


® With these reservations in mind the 
smart client and agency coldly watch un- 
til a trend of audience reaction to a pro- 
gram is apparent. When enough Nielsen 
ratings have been accumulated to deter- 
mine that the show isn’t going to make it 
(this is usually the last quarter of the cal- 
endar year, or at least the first two 
month’s ratings of the fall season) move 
in. Throw sentiment aside. Disregard your 
personal likes or dislikes. Forget about 
what a great guy the producer or star or 
agent is. Throw the bums out. Television 
is an expensive out-of-pocket medium, 
and you can’t afford to live with a flop. 
You can’t even afford to live with medioc- 
rity for very long. 


Just Looking... 


I have a plan for the prevention of 
ulcers—one that I thought up during 
a brief sojourn among the Zunis. 

The Zunis live in a pueblo in New 
Mexico—Coronado’s Cibola—and the 
remarkable thing about them is a 
complete absence of the competitive 
spirit. 


= If you want to be elected governor 
of the Zuni pueblo, for instance, there’s 
one sure way not to get the job—let 
it get around that you’re after it. 

If you take part in a foot race in 
Zuni land, you don’t run against any- 
one. You run all by yourself to show 
how fast you are. Then the other chaps 
do the same. 

At one time the Indian Service tried 
to interest the Zunis in basketball, but 


By Walter O’Meara 


it didn’t work out. As soon as one team 
got ahead, it slowed down so the oth- 
er side could catch up. 

The Zunis, nevertheless, are a pretty 
prosperous lot. They turn out fine sil- 
ver and turquoise jewelry with power 
tools, and do so well at it that they 
can spend 80% of their time at dancing. 


® My anti-ulcer plan is very simple. 
Let advertising agencies send their 
harassed v.p.s on annual vacations 
among the Zunis. By force, if necessary. 

For no Zuni, as far as I could dis- 
cover, has ever suffered from a duo- 
denal, occlusion, or nervous break- 
down. 


® Of course, no Zuni has ever brought 
in a six million dollar account, either. 
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On the Merchandising Front... 


Test Due of Public's Opinion 
on Annual ‘New’ Car Models 


By E. B. Weiss 
Merchandising Consultant 

Is the public becoming quite thoroughly 
aware of the fact that in some of our 
mass-production industries, really new 
models come out only every second year 
(in autos) and even every third year (in 
certain major appli- 
ances) ? 

And, if this is so, will 
the simple design dis- 
guises that so far have 
sufficed to furnish the 
pretext for new-model 
exploitation ultimately 
be found inadequate? 

I think an interesting 
test of this speculation 
will be made by the 
automobile industry in its 1956-model 
year. An actual test? Yes—an actual test! 
And for these reasons: P 

1. More auto owners than ever before— 
by far—are aware that the current 1956 
auto models (with only a few exceptions) 
are simply touched-up versions of the 
1955 models. 

2. More articles and news reports mak- 
ing this very point have appeared in 
newspapers, magazines, etc., than ever be- 
fore. In the first two weeks in December 
I came across this sort of information, in 
my own casual reading, in several nation- 
al news weeklies, in several great met- 
ropolitan newspapers, etc. 

3. Much the same information is ap- 
pearing in the trade press and, bear in 
mind that the total circulation and read- 
ership of the trade press is enormous. 

4. There is more discussion—in public 
print—early in the life of the 1956 models 
of the coming 1957 models than ever hap- 
pened before at a similar time period. For 
example, I have been reading in publica- 
tions with readers totaling the millions 
that the 1957 models will involve greater 
changes than were made in any year since 
the end of the war; that fuel injection 
may take the place of carburetors; that 
car wheels will become smaller and thus 
change the entire silhouette of autos; and 
that at least one of the Big Three is test- 
ing a gas turbine engine on the streets of 
Detroit and that, while this may not be 
in the cards for 1957, it still can’t be ruled 
out completely. 


E. B. Weiss 


® In brief, the shopper is becoming some- 
what more sophisticated with regard to 
new models—particularly with respect to 
new models of autos. I think this is espe- 
cially true of our younger generation; 
they tend to be not merely sophisticated 


G. D. Crain Jr. Says... 


but even cynical! A slight change of 
chrome, or color combination, or the addi- 
tion of a new feature of minor importance 
may not work quite the same magic. 
Check your own thoughts in this respect, 
and listen to the conversations around 
you. Both may prove quite revealing. I 
suspect that some of the comments being 
made about 1956 car models being so de- 
ficient in anything importantly new as to 
compel focussing attention on the tailight 
assembly would prove especially signi- 
ficant! 

It appears to me that one of the easiest 
errors to make—and perhaps one of the 
most commonly made errors—is to over- 
stay a marketing technique. In this parti- 
cular instance, I believe that, if the auto 
industry has not overstayed its every- 
other-year model-change technique, it 
is coming dangerously close to that point. 
There seem to be a few early indications 
that this may be so: 1956 models of cer- 
tain makes are reported to be piling up 
in dealer’s showrooms; General Motors 
dropped from a six-day week to a five- 
day week in December; and there is talk 
that the 1957 models may be introduced 
even earlier in 1956 than the November 
1955 introductory dates of the 1956 
models. 


® A rather interesting straw in this par- 
ticular wind was the recent declaration by 
one of the large producers of major ap- 
pliances that, at least on some of its ap- 
pliances, the three-year cycle of new 
model introduction would be cut to two 
years. Is it possible that the auto industry 
may be compelled to bring out truly new 
models every year? 

I think it is. And, if and when this 
marketing need develops and is recog- 
nized, then I’m sure that the same ingenu- 
ity that led the auto industry to its present 
remarkable stage of technological devel- 
opment will solve the tremendous prob- 
lem of annual models. Indeed, it is entire- 
ly possible that automation production, 
which right now seems to make model 
changes more costly than ever, will take 
new turns which will make model changes 
less costly. 

Of one thing I am certain: the business 
of advertising will heave a hearty sigh of 
relief when it is given annual models to 
promote that represent genuine major im- 
provements. As it is, advertising has been 
given the increasingly burdensome and 
onerous task of waxing fiercely enthu- 
siastic about model changes that are 
really no more than superficial ex- 
pedients. 


Railroads Discover Salesmanship 


James M. Symes, president of the Penn- 
sylvania Railroad, recently startled this 
industry when he announced a number of 
appointments as part of a management 
reshuffle and introduced the word “sales” 
into some of the titles for the first time 
in the history of the company. 

Fred Carpi, who had been vice-presi- 
dent in charge of traffic, was made vice- 
president in charge of freight sales and 
services, and J. Benton Jones was made 
vice-president of passenger sales and 
services. At the same time, emphasizing 
another approach to modern marketing, 
Walter O. Patchell was appointed to a 


brand-new position, that of vice-president 
of research and development. 

And, as if this were not enough, reports 
circulating in the railway business indi- 
cate that the New York Central intends 
to follow suit by giving its traffic execu- 
tives and representatives titles which will 
more clearly indicate the sales nature of 
their functions. 


= It might be assumed that the big rail- 
roads have been leading the way into a 
new selling era. This, however, would be 
a mistake, since it is smaller roads like 
the Chicago & Eastern Illinois and the 
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The Creative Man’s Corner... 


Plain Wrapper 


It’s the brand that makes the gift 
important! : 


Phen you re giving whiskey. «the nome 
= the bottle that makes the golt great for 
elabmarate packaging amd Lancy bottle ahopes 


Give Seagram's and be Sure 


...0f American whiskey at its fine 


ee 


SCANEEe DITTLERD COMFORT OW FORE COTY BUERRER waroee 


We find ourselves disinclined to comment on Christmas ads because, like 
the May fly, they live for so short a period and have so little relation to 
advertising as it is known during the remainder of the year. However, we 
felt that this Seagram ad was an exception to the rule. 

It is not always at Christmas time alone that advertising has to make the 
best of a bad bargain—as this Seagram ad is forced to do. And when we say 
“a bad bargain,” we do not refer to what’s in the bottle, but to the bottle 
itself. 

Perhaps no other Christmas season saw the public presented with so 
many decanter bottles as that of 1955. Why Seagram’s decided against a de- 
canter for 7 Crown when it elected to put Calvert and 4 Roses and Lord Cal- 
vert in decanter bottles, only the Seagram management knows. Having made 
the decision, however, the agency apparently got the problem of selling the 
brand in its weekday dress for a very special Sunday occasion. So it sold 
character. It denied that clothes make the man or that a decanter makes a 
whisky necessarily a better gift. “Elaborate packaging and fancy bottle 
shapes,” said the copy, “can never replace the respect Americans have for 
a great name in whisky.” 

Interesting, but not very convincing. For Christmas especially—not to men- 
tion birthdays and anniversaries—is an occasion on which a private brand 
in a Tiffany package means more than a well-known brand from a discount 
house. Or in a paper bag. If what Seagram’s agency bravely contends were 
true, Dennison would have been out of business years ago. Christmas is a 
gaily colored package wrapped in glistening ribbon and bedecked with tinsel, 
a sprig of holly or a cluster of crystal balls. What lies inside may be fine or 
inferior, but if it isn’t specially wrapped, it isn’t a Christmas gift. And we 
happen to notice that the ad indicates at least a carton which we do not see 
in evidence during the remainder of the year. 

Understand, we don’t disagree with the argument as set forth. In fact, we 
heartily agree with its basic philosophy. But we were born essentially to be a 
hermit anyway. We wish Christmas were less package and more content, less 
decoration and more devotion, less gift-giving and more self-giving. Maybe 
this is the message Seagram’s should have tied its humble, everyday bottle 
to. But maybe there would still be no takers. 


Rutland, Bangor & Aroostook which have 
pioneered the concept, strange to many 
veteran railroaders, that transportation 
service, like any other offered in a com- 
petitive market, needs to be researched, 
merchandised and sold. 

The C&EI, for example, has been con- 
ducting sales meetings for its traffic repre- 
sentatives for several years, and has 
found them highly stimulating and profit- 
able. As in other sales meetings, the cus- 
tomer’s problems are examined and the 
railroad’s service adapted to their solution. 
Sales incentive programs are set up, with 
bonuses for exceptional performance in 


adding new business. 

H. R. Sampson, who is vice-president- 
traffic, told me recentiy that the old idea 
of sending out “solicitors” for railroad 
business has gone by the boards in the 
highly competitive era in which railroads 
find themselves, and that real salesmen 
must be selected and trained with a view 
to presenting the service of the railroad 
to the customer in the most effective way. 


8 “Formerly most ‘solicitors’ were taken 

out of the rate departments of railroads,” 

Mr. Sampson explained. “Many times 
(Continued on Page 64) 
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Advertising Age, January 9, 1956 


New Models Displayed by Many Companies in ‘55 


The romance between the modeling business and the more prosaic cate- 
gories of modern industry continued to burgeon throughout 1955, as Advertis- 
ing Age’s annual cheesecake review shows. Advertisers, devisers of advertis- 
ing techniques and trade show impresarios are represented in this collection. 
which includes the squeeze-it-yourself girl from the National Hardware Show. 


a Real-Kill mothproof model with a Goodstix display, a couple of shirtless 
Hartog shirt ads, Miss Something Extra, an added fillip from the Premium 
Advertisers Assn. of America convention, and a brace of young ladies who 
are variously promoting Hallicrafters’ transistor radio, Dr. Pepper and Pabst’s 
Tap-a-Cola. 
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PHILADELPHIA DAILY 


“NEWS: 


Now, the NEWS story — a story of an amazing impact on Philadelphia, 
an old established newspaper market will be brought directly to you by 
Reynolds-Fitzgerald representatives with offices in New York, Chicago, 
Detroit, Philadelphia, San Francisco, Los Angeles, Atlanta, Syracuse, Seattle. 
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they were not qualified to act as salesmen. 
Today we are giving aptitude tests to the 
men we are considering as traffic sales 
representatives. Our sales training pro- 
grams, with incentives offered for supe- 
rior performance, have been working 
well.” 


® Railroad men who have recognized the 
need for applying modern merchandising 
methods to the sale of transportation serv- 
ices are getting help and support from al- 
lied organizations, such as the Pullman 
Co. and the Railway Express Agency. 
Hays MacFarland, of MacFarland, Ave- 
yard & Co., the Pullman advertising agen- 
cy, told a group of passenger traffic of- 
ficials a few months ago that railroads are 
not fully utilizing the 20,000 “sales out- 
lets” which they have in the form of as 
many ticket offices serving the public. 
“Isn’t it time the railroads started con- 
sidering the railroad station as the retail 


Tips for the Production Man.. 


outlet from which they sold their com- 
modity?” he asked. 

And at another railroad meeting, execu- 
tives of Railway Express showed how re- 
search and promotion, including direct 
mail and publication advertising, are tak- 
ing to many industrial and business 
groups the story of service and rate ad- 
vantages which are available, and which 
attract business to the carriers. 


® It’s been a long time coming, but even 
a casual! look at the railroad industry sug- 
gests that advertising, selling and mer- 
chandising are becoming much more fa- 
miliar concepts to this old, not to say 
antiquated, business. Modern research, 
which is already responsible for many in- 
novations in equipment and service, will 
back the new approach to competitive 
problems. And the result should be a great 
thing not only for the carriers but also for 
business and the public. 


Linotype Presents New Series 
of Condensed Gothics 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, Ill.) 

Usefulness and popularity of the sans- 
serif and Gothic types continue unabated. 
Additional impetus to this movement is 
provided to those whose requirements 
stem from slug composition (and this in- 
cludes most of us) by the introduction 
of two new series of condensed Gothics 
in light and bold combinations, by the 
Mergenthaler Linotype Co. 

The new weights are carefully graded 
for color, and exhibit exceptional clarity 
and legibility. Thus, while one school of 
typography moves toward more extended 
types, we have no appreciable let-down 
in the use of condensed versions. 


® The new types are called Gothics No. 
17, 18, 19 and 20. The 17 and 19 are com- 
panion types, the 17 being the light face 
and the 19 the bold. They are more con- 
densed than the 18-20 series. The 17-19 
version gives roughly 16 characters per 
inch in 14 point size, while the 18-20 
series accommodates 14 characters per 
inch. 

This face may be used sparingly for 
headlines, heads, lead-ins or signatures— 
or profusely for an entire advertisement 
or brochure. Even the bold face makes 
suitable type for body composition when 
leaded and used for a moderate amount 
of copy. 

Inversely, the light face is good for 
heads when sized proportionately larger 
and properly blended with white space. 
High character count is, of course, in- 
herent. The over-all tone is decidely 
modern and formal. The economy of 
character-count provides greater oppor- 
tunity for airiness in the layout than is 
possible when using extended type faces. 


s Ascenders and descenders are quite 
short. This provides a larger (and more 
legible) body but does necessitate ex- 
treme care in leading. In Linotype’s 
brochure exhibiting the new Gothics 
there are a number of layout examples. 
In these it is noted that the lines are 
leaded more generously than in the 
size-by-size specimens. 

The more condensed of the two vers- 


no. 17 
How is one to assess and e 


HOW CAN A SANS SERIF TY 


no. 19 
How is one to assess and e 


HOW CAN A SANS SERIF TY 


no. 18 
How is one to assess an 


HOW CAN A SANS SERIF 


no. 20 
How is one to assess an 


HOW CAN A SANS SERIF 


ions are offered in the following sizes: 6, 
7, 8, 9, 10, 11, 12, 14, 18 and 24 point. The 
30 and 36 point are offered in light face 
only. The 18-20 series, more expanded, 
has not yet been cut in the 30 and 36 
point sizes. 

We are glad to see these faces offered in 
the 9 and 11 point sizes. In body composi- 
tion there is increasing demand for these 
two sizes, as many typographers feel the 
jump from 8 to 10 and 10 to 12 is too 


confining. 
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Looking at the Retail Ads 
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By Clyde Bedell 


(Mr. Bedellis a consultant in cre- 
ative advertising and advertising 
training.) 


A busy business man, preoccupied 
with his own problems, was walking 
past a string of displays at a convention. 
As he came along, the man at one 
stand said to him: “Something extra,” 
but that rang no bell in the preoccupied 
man’s mind and he kept moving. (Un- 
fortunate; for he was actually a pros- 
pect for the exhibitor.) 

At the next display booth another 
man spoke to the convention visitor as 
he passed. This display man said: 
“BRIGHT idea.” But the business man 
didn’t know the words were addressed 
to him, so he kept moving. (That was 
too bad, because what the exhibitor 
had to sell would have helped the busi- 
ness man.) 

At the next booth an exhibitor who 
knew a little more about the ways of 
the world saw the visitor approaching. 
When he was near at hand the ex- 
hibitor said: “We have some very low 
prices on used punch presses.” It hap- 
pens the visitor was a prospect for 
punch presses, so he stopped and heard 
the exhibitor’s story. Had the exhibitor 
said: “Save some money,” or “BRIGHT 
idea,” or “Something extra,” the visitor 
would not have known the exhibitor 
had something specifically for him. 


® A fat December metropolitan news- 
paper (or even a thin July small-town 
newspaper) is a convention or exhibit 
hall where tradesmen can display their 
wares and speak to the visitors—readers 
—who file through the paper. 

The tradesmen (exhibitors) who are 
mature, businesswise, know the readers 
are preoccupied, busy with their own 
galaxy of earthly problems of life and 
living. Therefore, each of these mature 
tradesmen tries to say something im- 
portant and specific in terms of the 
reader and what the tradesman has to 
offer. 

The things the tradesmen offer are 
varied and highly disparate, and cannot 
interest all the readers. Hence each ma- 
ture tradesman tries to say clearly and 


Outstanding savings on finely dete led 
dresses... dresses by ‘eedng desgren in 
styies end fabrics wteble for mmedete 
wear, Fine reyons in crepes end sheers... 
find both one and two piece styles in dart 
colors end glowing tones’ Mell and 


requier yes 


succinctly something that will sound 
significant and vital to the specific 
people who are his prospects. Thus, he 
expects his prospects who pass by to be 
arrested by those specific words, and 
thereby be induced to stop and hear the 
selling story. 

The immature exhibitors (tradesmen) 
who have a starry-eyed view of life and 
who work and act within a capsulation 
of selfness, think of any words that 
please themselves and simply repeat 
them over and over to the passing 
readers. Then they often wonder why 
so few people stop to hear the selling 
story. 


® These three ads are from one issue 
of one paper. Almost any day such an 
exhibit—or a larger one—could be clip- 
ped from a hundred different papers. 

If a store, like the one at left “wraps 
gifts” at “no extra charge,” while most 
stores charge for gift wrappings, it 
seems a shame to bury the story instead 
of speaking it in the headline so those 
who are interested will know what the 
ad is about and be stopped. Presumably, 
that’s what the ad was bought to say. 

It is hardly logical to assume that 
precisely the women who would like the 
idea of free gift wrapping and would 
therefore respond to that idea, are pre- 
cisely the women who would pause and 
read because so general a phrase as 
“Something extra” is spoken to them. 


® The middle ad is about things holiday 
hostesses can use. Here again, it is 
hardly to be assumed that women who 
need help with holiday entertaining are 
more apt to be interested in “BRIGHT 
idea” than in the help they want...or 
even that they will be more interested 
in the words “BRIGHT idea” than wom- 
en who want a corn cure or a way 
to gild picture frames. 

The ad at the right knows what 
readers should be interested in its of- 
fering, and so it addresses them. It is 
so hard to get readers sufficient for 
even a forthright ad to produce maxi- 
mum response, that it is folly for ad- 
vertisers to try to get the right readers 
for specific ideas, by using unsharpened, 
fuzz-bearing headlines. 
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Department Store Sales... 


WASHINGTON, Jan. 5—The im- 
petus of heavy selling in the 
Christmas week carried over into 
the final week of 1955 when most 
department stores began their mid- 


winter sales. Sales for that week | 
showed an 11% gain over sales of | 


the similar week in 1954, according | 
to the Federal Reserve Board. 

For the four weeks ending that | 
date, sales were 10% ahead of the | 
previous year, and for the year-to- | 
date—in effect, for the entire year | 
of 1955—sales were 7% ahead of) 
the entire year of 1954. | 
® Eleven of the 12. districts| 
showed gains for the week ending | 
Dec. 31. Minneapolis’ sales ran 4% 
behind 1954. The other districts all 
reported gains as follows: Boston, 
4%; New York, 10%; Philadelphia, 
10%; Cleveland, 12%; Richmond, 
11%; Atlanta, 9%; Chicago, 18%; 
St. Louis, 12%; Kansas City, 18%;| 
Dallas, 11%, and San Francisco, | 
9%. 

Detailed breakdowns of the sales | 


in these districts are not available | 


for the week ending Dec. 31. Here 
are the details of sales for the 


a — oa St., New York. The charge is $1!Gamble at Compton Advertising, 
iets. a | 4 499 t@ those not connected with the has joined the Revlon account 
11% = . ‘ Fort Worth .......... L § 422 advertising business. group at Norman, Craig & Kum- 
aln own In ast e@eK 0 | Sowtten +4 +419) The directory lists foreign lan- mel, New York. 
‘ . ae % 3 = guage publications arranged by | 
| San Francisco 2 + . 2 | 
| “Metropolitan Areas ome amy and geographically; pub- Powers Promotes Braisted 
| Los Angeles ........ ’ 0 17|lication dates, circulations and H. Earle : ‘ 
| “Downtown Los Angeles. —2 414|Frates are given. . Earle Braisted, general man- 
De t St Westside Los Angeles at 417) ager of the New York office of 
partmen OFS ff) Sacramento cn + 6 +15) Joshua B. Powers Inc., interna- 
_ a + : +20| Ad Council in Safety Drive tional publishers’ representative, 
Sales Barometer | “San Francisco City be HY The Advertising Council, with has been appointed v.p. and treas- 
Oakland City 13 +19 | the help of radio and television | urer. 
Ch r 1954 | —wwlewerg paiinindinttiveen +3  415| advertisers, stations and networks, 
ange from egy la +1 +19/is launching a mid-winter “life- | 
| Salt Lake City ..... +5 +18) saving” dri inst th " VALUABLE FRANCHISE FOR 
Week Ended | Seattio . fs g” drive against the careless 
=z +11% | Spokane +4  iig/use of kerosene heaters and oil EXECUTIVE SALESMEN 
Dec. 31, 1955 Tacoma + 4  +418)stoves. Due to the heavy toll of | wey ratea concern national in scope. Advertis- 
ae ae mind fatal fires from space heaters | me ot iatangiate qapettense peceusary. No in- 
— ° . : | en r inventor: sine ur 
= throughout the nation, the Nation- with protected "territory. Men must be of igh 
. > | " ° ce, ? - 
Jan. 1 to | al Fire Protection Assn. has asked | enced in calling on top nomagement Reference 
Dec. 31, 1955 | i 7% |] 1956 U.S. Foreign Press the council to conduct this emer- | reused, Ofestere Truc ever God af cut cuss 
. . . : o - 
Guide Is Published gency public service campaign tomers ki) is @ startling new idea. “but gid 
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weeks ending Dec. 24 and Dec. 17. 


% Change from ‘54 
Week Ending 


Federal Reserve Dec. Dec. 
District, Area, and City hi 24 
UNITED STATES ....... a. oe 
Boston District ............ os +3 
Metropolitan Areas 
Boston. ........ penning +1 +21 
Downtown Boston —1 +18 
Suburban Boston +7 +28 
Cambridge +1 +21 
Quincy ..... +9 +22 
Lowell +11 +19 
Cities 
Springfield 9 +18 
Providence ......... ~~ +13 
New York District ................ +2 +13 
Metropolitan Areas 
EE +19 
New York-N. E. New 
nent & 2 +17 
.r+4 +14 
—1 +16 
oo +4 +20 
BYTACUSC .22.0eececceseeereeserercersereees Ff 7 +23 
Philadelphia District .......... +11 +26 
Metropolitan Areas 
Wilmington ooo. eccccceeeeeeeee 424 
Trenton ........ +10 
Lancaster .... +23 
Philadelphia +29 
Reading .... +26 | 
Scranton ...... 8 +14 


Wilkes-Barre—Hazelton .. + 6 +16 
Cleveland District ................ + 
Metropolitan Areas 


Oe an +1 +13 
Akron ......... ws eZ +21 
Cincinnati +3 +19 
Cleveland ..... +8 +26) 
Columbus ..... +4 +23 
Springfield .. +4 +3 
Toledo ........ +5 +16 
Wheeling-Steubenville .. + 7 +18 | 
City 
Pitteburghn  ..........cc-ccccccn $15 +30 
Richmond District ................ +7 +22 
Metropolitan Areas 
Waehitngton .....000.00-0000000000. +10 +27 
Downtown Washington. + 5 +22 
Baltimore -_ +19 | 
BIOTA | sistcsiecieestesericcsicancees +8 +23 | 
Atlanta District 2.0.0.0... +o +17] 
Metropolitan Areas 
BirmingNamM  ......0cceccvcveveveeeve r+ 5 +12 
Jacksonville .... “a - ° 
Atlanta ..... . r+ 8 +20) 
Augusta -_—2 +17) 
New Orleans +7 +20 
Knoxville ...... . +13 ° 
TRIOS ccisitmniemnanen +19 
City | 
5 +24 + 9) 
Chicago District .............. 04 8 +24 | 
Metropolitan Areas | 
GD int cies a F 4-24 | 
Indianapolis . +4 +25 
Detroit ........... +9 +25 
Milwaukee ........ +9 +24 
St. Louis District ................. +10 +26 
Metropolitan Areas | 
pr eee Se eee +4 422 | 
Louisville ... + 6 +19 
St. Louis .... +13 +34 | 
Memphis ................ + 5§ +16 
Minneapolis District . + 3 +175 
Cities | 
Minneapolis cocccccccccccee +4 +16/ 
EEE +1 +17 
Duluth-Superior ... +7 +19 
Kansas City District ........... r+ 5 +19 
Metropolitan Areas 
0 a ae +23 | 
Topeka .... .T+ 7 bd 
Wichita ...... .r+ 5 +14 
St. Joseph ... . 0 +14 
AIDUQUETQUE veces $f 8 7 


| Upjohn | world-famous producer of fine pharmaceuticals, 
is a vital stimulant to the growth of WOODianop, U.S.A. 


High voltage electrons are put to work saving lives and protecting health by "eg gees. 3 
The Upjohn Company, whose research department began using radiation drug if a 
sterilization in 1951. Such advancements are typical of Upjohn’s constant eg | 
progress —in developing new drugs, and in the improvement of production , 


efficiency. 


Upjohn’s enterprise is representative of its many neighbors who also have grown 
world-famous in the WOODland area —a rich market, with the country’s 20th 
highest TV set count. WOOD-TV gives you all the important communities like 
Kalamazoo, Muskegon, Battle Creek and Lansing — plus the primary trading 
center of Grand Rapids. For top coverage of this rich Western Michigan market, 


schedule WOOD.-TV, Grand Rapids’ only television station! 


WOOD-T 


GRANDWOOD BROADCASTING COMPANY ® NBC, BASIC; ABC, SUPPLEMENTARY *® ASSOCIATED WITH 
WFBM-AM AND TV, INDIANAPOLIS, IND.; WFDF, FLINT, MICH.; WTCN-AM AND TV, MINNEAPOLIS, MINN.; 
WOOD-AM, WOOD-TV, REPRESENTED BY KATZ AGENCY 


WOOD .anpd CENTER 


GRAND RAPIDS, MICHIGAN 
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Waltco Names Lester Earle 
Waltco Products Co., Chicago 
manufacturer of fishing tackle 
and specialty sporting and picnic 
goods, has appointed Lester Earle 
Inc., Chicago, to handle its adver- 
tising and sales promotion, suc- 
ceeding John Marshall Ziv Co. 


Earle handled the company’s ad-| 


vertising account up until a year 
ago. 


NORTH CAROLINA 


New Bern is the buying center of 
Craven County’s-— 

$61,792,000 

effective buying income. 
The Sun-Journal, New Bern’s only 
newspaper will cooperate in build- 
ing sales for you. 


REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co.maintains offices 
* in all principal adveftising centers: 


Nou Ought toKnow . . » Ernest Jones 


Ernest A. Jones, the youthful 
|new president of MacManus, John 
& Adams, is an anomaly in the 
advertising business because he’s 
worked for only one advertising 
jagency for virtually his entire ad- 
| vertising career—17 years. And he 
can point to a sustained rise dur- 
ing that period that saw him come 
from “dog robber” to president, at 
the age of 40, of a $40,000,000 
agency. 


8 One of the biggest breaks in 
Ernie Jones’ life was his choice of 
colleges. The son of a Jamestown, 
N.Y., office equipment company 
traffic manager, Ernie elected to 
attend the University of Michigan. 
He’d been to the campus before 
as a member of the state cham- 
pionship Jamestown High School 
lband when it traveled to Flint 
for the national championships. 
|The band lost, but the Wolverines 


won Ernie. 

A BMOC (big man on campus) 
by his senior year, Ernie was busi- 
ness manager of the college daily, 
manager of the college band and 
organizer of “Varsity Night.” He 
majored in economics. 

As band manager, Ernie created 


his first General Motors ad. The | 


Buick division of GM had sent the 
band to the Ohio State game and 
Ernie worked out a formation to 
spell out the word “Buckeye” in 
honor of the host team. On signal, 
the band formed a giant “Buck” 
underneath which there was an 
oy 


s “Then I gave another signal,” 
Ernie recalls. “The ‘B’ and the ‘U’ 
divided from the ‘C’ and the ‘K’ 
and the ‘I’ moved in, spelling out 
‘Buick’ in huge letters before the 


crowd of 80,000 while the band|that a 


and I described it all on the public | 


address system. I had just finished 
when the Ohio State athletic di- 
rector rushed up, grabbed me by 
the shoulder and sputtered, “That’s 
the worst piece of commercialism 
in the history of the Big Ten!’” 

Another extra-curricular activi- 
ty, “Varsity Night,” stood him in 
good stead when the National 
Broadcasting Co. started a travel- 
ing collegiate talent show, spon- 
sored by Pontiac, and he was se- 
lected to lend a hand. 


® He was assigned to call Mich- 
igan alumnus W.A.P. John for an 
ad supporting the program. One 
thing led to another, Alumnus 
“Wop” John invited Ernie to a 
party after the broadcast and told 
him: “When you get out of school, 
you’re coming to work for me.” 


As it developed, Ernie, a Swede, 
first put in six months as advertis- 
ing manager of the Polish Daily 
News (the publisher was convinced 
“young college fellow” 


played ‘Thanks for the Memory’ | would solve his revenue problems) 


; 


\CAS GaN] OC) 


"My rise in the agency was spectacular. They made me Ist Assistant Space Buyer. 
I invested heavily in a palatial home and began to live graciously. 
Then one day I forgot that things had changed in Cincinnati and... ”* 


And... 


| 


is now the Cincinnati Enquirer. 


is now the Cincinnati Enquirer. 


45 always 


*CHANGE No. 1: The daily with the largest CITY ZONE circulation 


CHANGE No. 2: The daily that carries the MOST ADVERTISING }= 


_ SOLID Cincinnati reads the Cincinnati Enquirer + Represented by Moloney, Regan & Schmitt, Inc. 


| Ernest Jones 

| before the call came to join Mac- 
Manus, John & Adams in February, 
1939, at $125 a month. He’s been 
there ever since. 

“I started as a ‘dog robber’ on 
|the Pontiac account. I did about 
| everything there was to do in an 
|agency, pasted up scrapbooks, 
wrote copy, worked on presenta- 
tions, pasted up proofs until I was 
green in the face.” Close to two 
years were spent learning the tools 
of the trade, especially the graphic 
arts. “It comes in very handy at 
7:30 some night when you have 
to have a dry-mounted proof,” says 
the new president. 


® During this time, Ernie kept 
needling Messrs. John and Adams 
for copywriting opportunities. 
Eventually, he experienced that 
once-in-a-lifetime thrill: Accep- 
tance and first national release. 

Ernie was given a chance to 
work on the Dow Chemical ac- 
count, then billing about $200,000, 
just about when the chemical busi- 
ness was starting to roll. He 
worked the gamut for some five 
years, saw the account swell to 
$1,500,000. 

“It was almost like working on 
about 30 different accounts,” he 
recalls, because of the range of 
activities going from chemicals to 
metals to plastics, to the trade and 
retail. 


® During this period, Ernie met 
Louis Ling, T. F. MacManus’ right- 
hand creative talent. “Louie just 
took me under this arm. I sat at 
his elbow, learned writing, rhythm 
and cadence of headlines. I had a 
wonderful tutor.” 

Mr. John suffered a heart attack 
and the agency started looking for 
younger men to move into the top 
slots on its car accounts. Ernie 
was named Pontiac account exec, 
although he says, “The account 
wasn’t turned over to me by a 
damnsight.” He learned sales from 
“Wop” John and copywriting from 
Jim Adams, Cadillac copywriter 
and now board chairman of the 
agency. 


s “I moved in lots of areas at the 
time, worked in all phases, trav- 
eled the country. I think I’ve been 
in every village and hamlet prac- 
tically, calling on Pontiac dealers, 
wandering through their service 
departments and used car lots,” 
Ernie says. 

In 1950, the Detroit agency (it’s 
now in Bloomfield Hills) decided 
to open a New York office in or- 
der to better cope with the tv prob- 
lems of Pontiac and Dow. Once 


PATERSON 


NEW JERSEY 
$rd City in New Jersey Covered With 
THE PATERSON CALL 


In 1954 the Morning Call carried 
more than 6,089,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, the 
people of Paterson read and are 
influenced by their advertising in 
the Call. 

REQUEST MORE FACTS—ADVERTISE IN THE CALL 

Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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again, Ernie was given the nod. 

He guided the introduction of | 
Dow’s first truly national brand 
consumer product, Saran Wrap, 
saw its billings soar $5,000,000 in | 
18 months and watched the agen- 
cy’s general television billings rise | 
to some $10,000,000. 


® As might be expected, Ernie 
Jones thinks his system of getting 
to be president has it all over the 
hop-skip-and-jump advocates. 

“I debated this from time to 
time,” he says now. “In retrospect, 
I’ve had a variety of experience in 
this company. I have as broad a 
look at the business as if I were 
hopping from agency to agency.” 
Further, he says, the constantly in- 
creasing agency administrative re- 
sponsibilities could never have) 
come had he been a hopper. 

“There are too many transient | 
admen,” he declares, “never get- | 
ting enough identification with a | 
given development, agency or 
client-wise, moving for another 
grand a year.” 

For this adman’s arguments, the 
points must also be made that, by 
his own happy admission, “I was 
never blocked really, though I 
sometimes thought so.” Secondly, 
he has had the rewarding experi- 
ence of having associates gracious | 
and selfless enough to guide him 
up the advertising ladder. 

“Half a dozen major times I 
was on the verge of accepting an- 
other offer,” Ernie recalls. 

Good thing he didn’t. 


Salas Succeeds Herring in 
‘American Paint Journal’ Post 

M. E. (Pete) Herring, eastern 
advertising manager of American 
Paint Journal Co., has retired from 
active service for reasons of health. 
Mr. Herring, with the company 15) 
years and a business publication 
space representative and publisher 
for 38 years, plans to remain in the 
publications’ New York office in 
a consulting capacity for the first 
quarter of 1956. 

Edward Salas, formerly with) 
Sapolin Paints Inc., Nuodex Prod- 
ucts Co. and Keystone Paint & 
Varnish Co., has been appointed to | 
succeed Mr. Herring as New York 
sales representative. He will han- 
dle the company’s three publica- 
tions, American Paint Journal, 
American Paint & Wallpaper Deal- | 
er and American Painter & Decor- | 
ator, in New York and New Eng- 
land. Martin W. Vail, who has been 
covering Maryland, New Jersey | 
and Delaware, has been assigned, | 
in addition, the eastern Pennsyl- | 
vania territory. 


Nordstrom Heads Box Assn. 
Gustav L. Nordstrom, executive 
secretary of the National Paper | 
Box Manufacturers Assn., became 
exec. director on Jan. 1, suc-| 
ceeding A. E. Murphy, who is) 
retiring after 22 years of service. | 
Now a resident of Strafford- | 
Wayne, Pa., Mr. Nordstrom plans | 
to move to Chicago. 


PEORIA | 


an 
PEORIAREA 


| 
Effectively Covered 
Only By The 


JOURNAL STAR 


100,000 

Daily Net Paid 
Metropolitan 
Ratio .. . 98% 


1955 Brochure 
on Request 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


| Sample Ad Forms on File 


at League’s New York Office 


Thirty-one categories of adver-| 


tising agency forms, ranging from 
traffic sheets to wait-order memos, 
have been collected by the League 


|of Advertising Agencies and are show, 


now on file for examination by 
agency executives by appointment 
at the League’s office, 220 W. “and | 
St., New York. 


Packard Dealer Signs 
|Full Year Radio Contract 


Fohrman Packard-Studebaker, 
Chicago auto dealer, has signed a 
$60,000, 52-week contract with 
WCFL, Chicago radio outlet. The 
“Harmony Highway,” is 
heard six times weekly from mid- 
night to 5 a.m., with staff an-| 
nouncer Dan Sorkin. 
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| ‘Butfalo Courier-Express’ 
Shifts Four Executives 


Frank J. Clancy, general man- 


ager of the Buffalo Courier-Ex- 


;member of the advertising staff, 
| assistant to William E. O’Brien, ad- 
vertising director. 


press since 1937, has been named | Bysiness Is Better Than Ever... in 


‘Express Inc, publisher of the ROCKY MOUNT 


newspaper. A. Gordon Bennett, 
|secretary and assistant business 


NORTH CAROLINA 


| manager, has been appointed gen- 
eral manager. 


Printed forms in the collection | | two Join Aubrey. Finlay 
include allocatable expense re- 
cords, advertising space schedules, 
space record cards, client-agency 
contracts, conference reports, time 


Robert R. Sindorf and David H. | ris, manager of general advertising, 
Stremmel have joined the copy | has been named manager of sales 
staff of Aubrey, Finlay, Marley &| training, and Frank J. Butler, who 
Hodgson, Chicago. Mr. Sindorf was | for 15 years has been advertising 


| In other changes, Russell C. Har- double the 
Self in of the nine largest cities in the State. 


sheets, stationery, production and | formerly with Klau-Van Pieter- | manager of the Sunday rotogra- 
space invoices, spot tv and radio|som-Dunlap and Andrews Agency,|vure section of the newspaper, 


broadcast orders, quotations and 


}estimates, and a variety of other 


| forms. 


both Milwaukee. Mr. Stremmel | 


'previously was with Glenn, Jor- 


dan, Stoetzel, Chicago. 


moves to manager of general ad- 
vertising. The newspaper also has 
appointed Harold A. Rosenfield, a 


Per capita food sales—$315.09, more than 
double the State average. 
Per Capita Drug sales—$46.14, more than 
State average. 
in this rich market through advertising 
um offering complete coverage. 
THE TELEGRAM 
Evening and Sunday 


Write for new date feider new available. 
Regresentvd b> 


WARD-GRIFFITH co. 
The Ward-Griffith Co. maintains, offices 


in all principal advertising centers 


Pick the time that’s best for you on : 


“DIAL 970” 


Radio Service! 


WAKE UP WITH WAVE 


Brings Louisvillians all they 
need to know to start the day. 
News every half hour. Time, 
weather, traffic, farm and 
school news. Sports scores 
and other services. 


4:00 p.m. — 6:30 p. m. 
ROAD SHOW 
Riding with Louisvillians in 
their cars—getting them home 
relaxed and informed. Music, 
news, weather and traffic re- 
ports, time, sports and humor. 


9:15 p.m.—10:30 p. m. 


NIGHT BEAT 
The pulse of Louisville after 
dark. Direct local news. 
Direct local sports round-up. 
Music and world news. 
Human-interest features. 


Here’s the sparkling DIAL 970 
line-up — from early morning 
till late at night! Check avail- 
abilities with NBC Spot Sales! 


DIAL 970— 
NMMAVE’S DYNAMIC NEW 
RADIO SERVICE FOR A 
DYNAMIC NEW LOUISVILLE! 


WAVE 


LOUISVILLE 
5000 WATTS + NBC AFFILIATE 


SPOT SALES 
Exclusive National Representatives 


AVE?’S New Monitor-Like 


1:00 p.m. om 1:30 Pp: m. 
CAROUSEL 


Fun and facts for busy Louis- 
ville homemakers. Club news 
and interviews. Book reviews 
and music. Brass-ring contest. 


10:30 P- m.—1 2:00 mid, 
BOB KAY SHOW 


Louisville’s top teen-age pro- 
gram, with unusual adult ap- 
peal. Nightly remote. Favor- 

p records. Interviews. 
Bache ve d/j contest. Teen 
club meetings. 
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McGraw-Hill Boosts Moran 
Gerald D. Moran has been 
named manager of the illustration 
department of McGraw-Hill Pub- 
lishing Co. He succeeds Bela Z. 
Reiter, who is retiring after 41 
years with the company. Mr. 
Moran has been assistant mana- 
ger of the department since 1952. 
He joined the company in 1921. 


Collamatic Names Agency 


Collamatic Corp., Wayne, N. J.,| 


a new corporation manufacturing 
an electric collator, has appointed 
von der horst Agency Ltd., Moun- 
tain View, N. J., to handle its ad- 
vertising. The initial campaign 
will consist of a series of page ads 
in several publications directed to 
the office market. 


Citizens Finance Names Phelan 

Citizens Finance Co. Ltd., To- 
ronto, has appointed Paul-Taylor- 
Phelan Ltd., Toronto, to handle 
advertising in a campaign designed 
to increase the number of company 
branch offices across Canada. A 
newspaper and radio campaign 
will be employed as each branch 
opens. 


Advertising Age, January 9, 1956 


Newspaper Advertising Linage 
November, 1955 


Media Records Report for 52 Cities 


November November Per Cent Januvary-November 

1955 1954 Change 1955 1954 
147,950,441 136,297,510 + 8.5 1,381,825,938 1,294,010,984 + 6.8 
58,305,143 53,852,553 + 8.3 518,213,363 488,877,833 + 6.0 
38,513,897 34,512,599 +11.6 349,072,171 332,002,046 + 5.1 
20,044,820 15,617,140 +28.4 178,465,507 134,941,418 +32.3 


Per Cent 
Classification Change 
Retail (total) .... 
Dept. Stores .... 


General 


Aut, *i. 


THIS IS TOM O’NEIL — (Another W-G Salesman) 


Thomas H. “‘Tom” O'Neil has joined the sales staff of our New York office. After serv- 


ing in the U.S. Navy, Tom was on the retail staff of the Westchester Group, 
which he spent 4 years selling local advertising for the Long Branch, N. 
Record. Tom had a year of training in the national field with Del! Publishing 


after 
. Daily 
d 


last year on the New York staff of the Philadelphia Inquirer. Genial, experie: 
Tom O'Neil is anxious to help you. Give him a call. 


Please note individual advertisements of our newspapers throughout this issue 


WARD-GRIFFITH _ 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexington _— 
Wrigley Buildin 
General Motors * puiidin ng 


318 Addison _ 

Russ Buildin 

Philadelphia. “wationai ‘Bank Building 
U. 8. National Bank Building 


rior 7-2485 
nity 3-6365 
-5669 


; York State Athletic Commission’s | 
ae ban on the Boxing Guild of New 
| York drew near. 


3,439,584 3,254,881 + 5.7 37,172,464 33,128,908 +12.2 
209,948,742 189,682,130 +10.7 1,946,536,080 1,794,083,356 + 8.5 
58,567,013 48,793,137 +20.0 654,316,945 557,611,799 +17.3 
268,515,845 238,475,267 +12.6 2,600,853,025 2,351,695,155 +10.6 


Financial 
Total display .... 
Classified 


The crackdown on the guild al- 
ready has forced one weekly series 
—DuMont Broadcasting Corp.’s 
Monday night fights—to go on the 


Hope for TV Boxing __ 
: from New York Dims 

+ ; |road. Tex Sullivan, head of the 
with Ban on Guild |London Sporting Club, promoter 


New York, Jan. 6—New York’s for this show, has made arrange- 


RK future as an origination point for| ments to stage his bouts from the 


boxing bouts was in doubt this| Baltimore Coliseum starting Jan. 
week as the deadline for the New 23. He made it clear that the move 
was forced by his inability to line 
up enough “healthy” fighters for 
a card after the Jan. 15 effective 
date of the commission ban. 


eeecetlre 


*~e @#e & & & & + & 


The Salt Lake Tribune PAD 


(MORNING & SUNDAY) 


The Salt Lake Intermountain Market, with 1'4 million prosperous 
prospects, is one big unified market where over $300 million 


in new building and industrial expansion was added last year alone. 


A total of $52 million has been expended by Utah Copper Division 
of Kennecott Copper Corp. since 1945 in adding to smelting, mining 


and research. Kennecott alone adds over $30 million to the 


$500 million payroll of this 4-state area. 


This entire market is served and sold by two great metropolitan 


newspapers, The Salt Lake Tribune and the Deseret News-Telegram. 


Your Prospects are Best in the Growing West 


a) 
i 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 


coLor 


“GEN 


» DESERET NEWS wo 
Salt Lake Telegram (EVENING) 


s Mr. Sullivan has contracted to 
stage five bouts in Baltimore. He 
has had numerous offers from 
other cities which would welcome 
|this sports attraction. DuMont’s 
|New York station, WABD, feeds 
lthe fights live to 25 cities and 
services 16 others with kinescopes 
of the bouts. Stations sell the 
bouts locally to advertisers. 

The boxing managers’ boycott 
against New York is their an- 
swer to the State Athletic Com- 
mission’s order that they sign af- 
fidavits severing their connection 
with the guild or face the loss of 
their licenses in this state. The 
fact that the Sullivan bouts found 
a new home so easily was taken 
as an indication that the New York 
commission cannot expect too 
much support from the National 
Boxing Assn. in its battle to out- 
law the guild, which has been 
termed “monopolistic” and “shock- 
ing” by the chairman of the com- 
mission. 


a Whether the International Box- 
ing Club, which produces ABC’s 
Wednesday night and NBC’s Fri- 
day night fights, will be able to 
|continue to arrange matches at 
Madison Sq. Garden remains to be 
| seen. 

The Wednesday series, sponsored 
by Pabst Brewing Co. and Men- 
nen Co., will not be affected by 
the fracas, since it generally orig- 
inates from cities throughout the 
U. S. Last summer a few fights 
came from New York, but other- 
wise they take place wherever the 
IBC can put together the best bout. 

However, the Gillette-sponsored 
Friday matches have traditionally 
been a New York affair, coming 
from the Garden except on weeks 
when another type of attraction 
was booked. 

The first problem date does not 
come up until Jan. 20, when the 
Friday match is slated to come 
from Syracuse. San Francisco will 
originate the Jan. 13 bout and 
Miami is pencilled in for Jan. 27. 
IBC reportedly is having difficulty 
booking fighters for Jan. 20. 


SALISBURY 


NORTH CAROLINA 
-NEWSPAPER 
-MARKET 
-COST 
The Salisbury Post 
Nothing Counts but Results 


Nationally Represented by 


IN NEWSPAPER ADS ADD EXTRA SALES 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


ent a ea TS vi i: erie cae ayy be pao oa 5 ae ae on = oe. a : et; 7 Eee es ce eee Te c+ one eee ee ecg Mee ee. as 
aa ob Oe ab os MRSA Ste at a se he, eae rr at 2) gs Pea . ae Z , ee a Bs De ro ee a ee ae coe A eerie 
es Se TIN Re os SES 0 hoe Seo Me NP TSN eS a ob Tome 4 oe 2) eee) oot Wm o ee I ee | gee ee Seen me Res 
ene a d . ‘ Hy % wae rae y # BE = Bs ity fy pu ae A eS Mes) Sa aad ee ere a! nr 
a ete hema et oo S + Fa | 4 Come a el eT 
ae, ‘ 
‘ache : ‘~ i 
bast SS en , 
bathe 
ee 
eee 
2 
nie 68 ee 
qo. ee 
oe: ee 
NS : rear, sy PO 
- Pay at 
eee» 
ee a & 
he, a 
tai 
ie 
pasar w 
Bae: 
ant sy 
Se 
a s LS ST aes 
age alien 
fis 
* re | 
Ae iii: ES — 
Delos! een 
G is ¢ ans 
aa : a 
ae | 
we oho ‘% ; cH 
ae * Z i » > } 
lee - eS 
oe heal | “ | 
i. a = 
a ee ‘ . os i 
ae ae 
Pah | a 
hae ie — 
Noe i 
ie: ee aS 
SJE 2 iateks F 4 sencicuseeanen ot DETROIT 
ee 4 , Sta : ionscecnee baceeis ee 
i ae J Fu ding .............00.Cypress 8545-6 ..... ; LL UATLANTA 
eve. ‘TTcTthS** Branklin §-8020°.) | meee 
“had ! -* ++sseeeees¥UKOn 2-2-6028 ... .. SAN FRA 
a . See 8 6=—Cl4L llCFT PHILAD \ 
ee ‘ DIT  capite 8-3033 ©. saoceces ; 
ia 
ey 
een. f | 
at 
{ -~ ’ | 
oa ae | 
4 ) 
ete tal J 
roost. aN a 4 
or Bees) , ~ =e 
So ere 
‘¢ a ‘ *, +; 
Bea ye A oa 
ee. . ‘8 
ee la = nod <4 ‘ 
aS | a BUSINESS BONANZA 
aoe ei Arts Fs J dy 
ie ata ee deg38! 
eee me Abt Pitt) 
BAR eis 427 be yeSe2-— 
oo peel < M :3 \ Pf 
ef ee ‘ y 
i Oi = 
4 fips ‘ 
Yee a ° 
Gre mee 
iy Se —! 
Baie go W/ Wi, Ss 
ee. ‘ 
aoe > ¥ OH YW 
ae . ee 3 
pe oe eT. . 
Bear. ta a ' res “ Pipe 2h 2 Ce 1” 7 ee = SOS Se et é 
<9 . g ™ iy yaa ; Bes Sis ia a. watt See ae a Gan ae bears ee 
a ae Le 2. od a ¥ ed % ‘Kah : . Qo i if a : yore ey -" eam er a ete ‘ae . he Be 
Bee. ee : - 7 : f i See ~° Le ae 6 pe ‘ 
ie SS “oe . ee —~ - 5 2g ee : ~~ <a . - - 
eee ee ee, en Mie ee, ei. = 
hes ~ “a = . a eee =i - Sg * tern = . igs ohn am : - —— Dees 
ray ane 7 ee - ry ae ~ ae = ae - <& ge ——s ‘ 
wey: ae ~— - . arr) : a ~~ Sine Ss mA ’ 
Meets sea! ae , : = £ "Lie Sf ee ae en a ~ 
Pay | Dain ad ~“ a - - >» - 7 “f rad a % = : Ed ~— =e < = Seow ie “ 
ee be : eter c % x pee ap: i SS 4 . a, 
t,o ae ae , ay 4 Ps piert 5% % ‘ ~ ~ r Re, ED . -O> a te ' . 2 = 
area ° os + Ci ae ‘vig sted § | oe “ es a: be “- ~ome = a an “a Ure - ‘ : i 
oa Ne * eee =>” - elt an ae : Soe PRR Risen 
se ee Sai te =e 
ALS wee ; sc “ - bs: > . : HY . + . a a 
a : J eg ae. r aa hes >>> 2, "a> ae Fhe ae on ™ a ! wy : 
ees ie io Of nF ee “ eer er wy = AP) bei Me “<2 2 
hs, = an Y I ie a, aa ean aa ; i oe ay ae 4 2. 
“es ATT i a Se ae - . —_ 
av chy 2h . eS * PF Loe oa es ae . - Tey e - =f : vy 
rr ea * ¢ < rae, “> pbs oy <A a, \ 7 os —w x ~ i —~. —~ 
eae i Ss aa man ae ; ‘ ~ P pe ~~ . nl 5 BE ug ve &Z “= > — 
Goan he ' ee gttROus * ou e ral Y aN a 
cee < Ss — ~ oll 4° wat & . ; a ¥. -_ &£ imp Zt 
if, ) « —_ . - ret Ae , dan ‘ 
oe = 4 2 . bra 52/8 we a 
sg ~ = o 2 \. ie » ‘ y Bee / P 
Cae now ° A) A we age 4 * mite + aa 1 oe 
Becta * S o. " . yo te. > ea a . a > 5 
4 To ; , = . - ' 4 rie ne c 
ee ; . . a] : in " : . 
<* Se * . vee . oi Be he 
SAG Fge fo ' 2 ) ~ 
. Ss ee oe Papin ’ e 
; Ss 7 re) Po he P a a 
oh “ay Fries 55, > peor" er e ty os 
= im <a oo 
+ ee © Lae ff if 
; *. ; : P p24 J 
| ee > a ee “é : 
wraite fy | | anes 1 . Se: ‘ 
£ Bo tits, ’ Sapien, F ‘ = as 7 : 
ean Fs ee 4 : "eG 
MR a, ees : o" « & 
2 . A . 3 
an ; ’ ; a . 
ph i." , é ¢ = 
ew = : A, 
| es : + <a] 
ee 3 
ee > : ‘ , ray tet er 2 
so BA ee hogtied © 3 a eee te ee Po. 
ig ge ; 7% a eee oo Nees SRN: OF ge Fe 
ce ~ Late ey ih ae eet RN A ae ; 
ae. atte lS ee 
hore as lana 5 Sian ea, peg "a i . 
A Nee 5 TS eae oA } 3 
BG, | 4 eC oo he es Ce) p at eS oe ee 
Pap 2". B : " 4 
ha ee io / = PO 
> . t. ’ ; 
eee : ~ , 
se . Re a nage aa 
ae > Oe See > Any pn , 
“eae why 5 & bss ee ie pe 4 
fag 5 ce ee re 
<a 
ae 
<< ’ 
ee | 
i 
si ND | ’ 
(oie 
e —— | 
a I 
ee ee - a 
ie 
ee ee ; ! 
Bo. 
A ois 
| a 
jeer 
ve oe 4 
5, SE e- ~ ‘ OA in a i if ae ‘ + i ee Pagina ene iy ( eee ae <s pgs ee ee eee ae oh ay a eee Mn ae Z or <i ethan ee i r -_ Pe 3 Aa sig : 
ae Gini See > gly ir Mee Nh ge am a's, ree a i atk S.A i ae ea : reo ete ee Se RE ee eg eS | ee ta ao... eet 
fA ae d el rae ey wee oly ak ae a eo ee oe : a a ae ee ap : Se ee ie aa ae Coon et its 1 oe =? 
Bets ret} a fae NR Eh ot WP See £64 WES “en eee ee ao cad oS ve ate, ge : ete oo = ge i a et ee od ee ee ei) =: 


wVewewewvewee ws SF =| 


we vee we Swe | we wy 


ov 


re ee ee ee ee ee) ee ee | 


tee LOOK 7s =» 
or TOMORROW 


KEDEHLER 


FICKLE FURNITURE—In each of these three ads for 
Kroehler Mfg. Co. the room and its fittings and 
the model in the doorway remain the same, but the 
furniture pieces—all part of the company’s Smart- 
set grouping—are different. The ads, designed to 
show possibilities of the entire group, will appear 


Ad Pioneering Gave Kroehler | 


Advantage- Free’ 


(Continued from Page 3) 
in 1919, and the company has car- 
ried heavy schedules ever since. 
The benefits of this pioneering 
can be observed, the company be- 
lieves, in that it gets co-op adver- 
tising by its dealers without laying 
out a nickel in ad allowances. 
Despite its unusual allowance- 
less co-op ad policy, Kroehler 
doesn’t by any means leave its 
8,700 retailers (of whom 6,500 are 
in the U.S., the rest in Canada) 
unsupported. The company fur- 
nishes them with mats, including 
to a growing extent mats for r.o.p. 
color. It also supplies 30x40” blow- 


ups of its magazine ads for use| 
atop standards in window and in-| 


store displays, plus other point of 
sale material. 


s And of course it works to edu- 
cate its retailers by supplying its 
180 salesmen with ad portfolios 
well in advance of publication. For 
example, the Kroehler Smartset 
line, which will be shown in the 
winter furniture market next 
week, and which will be adver- 
tised in color pages in six maga- 
zines in February and March, is 
by now an old story to Kroehler 
salesmen. 

They have had the Smartset pro- 
motion on the road for many 


weeks and are looking forward to) 


receiving material relating to the 
next furniture grouping, which 
will be called Park Row and will 
be advertised in April in collabo- 
ration with Mohawk floor cover- 
ings. 

Kroehler’s idea that the function 
of its advertising is to help dealers 
is demonstrated in the Smartset 
ads. 


® Each ad shows a slightly dif- 
ferent group of units, but the back- 
ground and the model remain the 
same. Kroehler’s notion here is not 
to achieve consumer identification 


TORONTO, CANAD 

Capital City of OntarioCanada's Richest 

Total mae wieyhe Sa ot Metall Bales 
—Blanketed by the 


TORONTO DAILY STAR 


—400,000 circulation (largest in 
Canada) 

—80% coverage of Toronto 

—50% coverage of 45 prosperous 
Ontario centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Nationally Represented by 


WARD-GRIFFITH CO, 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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money saving prices tally 


in Life Feb. 2 and House & Garden for March 
(left), Look Feb. 21 and Living for Young Home- 
makers for March (center) and The Saturday Eve- 
ning Post Feb. 11 and Successful Farming for 
March. Henri, Hurst & McDonald handles the 
Kroehler advertising. 


|Hilton Writes New Product 


Booklet for Government 

Peter Hilton, president of Hil- 
ton & Riggio, New York, has writ- 
ten a booklet called “New Product 
Introduction for Small Business 
Owners” for the Small Business 
Administration. 

The 69-page booklet includes 
chapters on how test markets are 
used in introducing a new prod- 
uct, basic principles in introducing 
a new product, and typical causes 
of failure. It is available at 30¢ 
from the Superintendent of Docu- 
ments, U.S. Government Printing 
Office, Washington, D.C. 


_Capstaff Promoted on ‘Monitor’ 


Albert L. Capstaff, formerly di- 


|rector of entertainment for “Mon- 
jitor,” has been named executive 


producer of the NBC Radio week- 
end programming schedule, re- 
placing Frank Papp. Mr. Papp has 
not announced his future plans. 
Mr. Capstaff is the third man to 
hold the top executive post on 
“Monitor” in New York since the 
show started in June, 1955. 


69 


Cotton Council Moves 

National Cotton Council’s New 
York sales promotion office will 
move Feb. 1 to 112 W. 34th St. in 
order to be closer to the fashion 
and garment center. 


DAYTONA BEACH 


FLORIDA 
Po tion: (U.S. Post Office 
es te) City » mow.... ....63,006 
Florida’s Year und Resort Covered By 


DAYTONA BEACH NEWS-JOURNAL 


l. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S. 

Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 


tourist ularity. 

2. Over $112,630,000 effective buying 
income. 

3. Over 938,000 retail sales. 

4. A quality market index of 123. 

5. 1954 total advertising 15,487,024 lines. 


SEND FOR OUR MARKET DATA FOLDER 
by V. J. ar. in chsonvill: 


Nationally Represented by 


WARD-GRIFFITH CO. 


The Word-Griffith Co. maintains offices 


incall principal advertising centers 


Co-op Support 


with the constant elements, in cases 
of overlapping readership of the 
ads. Its desire is to make as many 
as possible of the groupings ideas 
available to dealers to stimulate 
their sales, the better to sell the 
whole line. 

The idea for this ad treatment 
sprang from the company’s par- 
ticipation in a series of bleed 
| spreads in Life in the autumn of 
54. In these ads Kroehler, Glid- 
den, Mohawk and Admiral parti- 
cipated. Each spread emphasized 
the individual advertiser’s product 
but also showed products of the 
others. 

Henri, Hurst & McDonald, Chi- 
cago, is Kroehler’s agency. 


Gaynor, Colman 
| Newsletter Gives 
Overseas Ad News 


New York, Jan. 5—First in a 
| Series of monthly newsletters 
|covering marketing developments 
‘abroad has been published by Gay- 
nor, Colman, Prentis & Varley. 
Copies of the “International Mar- 
keting Digest” are being mailed 


KTTV HEAD 
OF PARADE 


On New Year's Day, Southern California's great spec- 
tacle — The Tournament of Roses Parade — was tele- 
vised by all 7 Los Angeles stations. It presented one of 
those rare occasions when all stations carried the same 
show at the same time — and five million viewers 
made their choice purely on the basis of station pref- 
erence and station loyalty. 
Here's what happened: 


ARB Rating* 


today to the agency’s clients and STATION 
to about 1,500 international adver- 
tisers. 
Paul Gaynor, president of the PO eee ke . 
agency, said the monthly “Digest” 
eveninaiiy Gil be seek 4o. meee Ce ee Gs. Sos 5 Scab 
than 3,000 companies interested in ork) 
international advertising. There is Channel C (network)............. 
no charge for the newsletter, Channel D (network) ............ 
which consists of “a summary 
of reports from GCP&V offices a aw 6 lene a deals 
| throughout the world.” 
| “Special reports on any item Ge er ls a ono 8 2 oe k ct 
mentioned in the letter also are 
available,” said Mr. Gaynor. Channel G (network) ............ 
Copies are available from the 


|agency, 10 E. 49th St. 


|Windah] Named Ad Manager 

J. J. Windahl has been promoted 
to advertising manager, a new po- 
sition of Corry-Jamestown Mfg. 
|Corp., Corry, Pa., maker of Steel 
| Age office furniture. Mr. Windahl 
/was formerly supervisor of the 
eehen department. 
Kasmire Appointed Director 
Robert D. Kasmire Jr. has been 
appointed director of the bureau of 
business publicity of the New York 
State Department of Commerce. 
|He formerly was with the Associ- 
ated Press in Albany. 


|Meyers Named Media Head | 
| Schwimmer & Scott, Chicago, 
|has promoted Albert J. Meyers to | 
media director. Mr. Meyers for-| 
merly was an assistant account| 
‘executive. 


To the people who know the Los Angeles market, this dramatic 
demonstration of KTTV's local touch is no surprise. Put that local 
touch to work for you. 


KTTV 


* ARB 1650-call telephone coincidental, 9-11 A.M. PST 


LOS ANGELES TIMES 
TELEVISION 


Represented by BLAIR-TV 


. a 
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Kansas City Adclub Elects 
John D. Hilburn, president of 
Boese-Hilburn Electric Co., has 
been elected president of the Ad- 
vertising & Sales Executives Club, 
Kansas City, Mo. Other officers 
elected include Claude Cochran, 
general agent, General American 
Life Insurance Co., Ist v.p.; Jack 
Bernet, advertising manager, Sin- 
clair Coal Co. and Southern Coal 
Co., 2nd v.p.; \Jane Ward, Jane 


PUT COLOR 


In Your 
ELIZABETH (N. J.) MARKET 
ADVERTISING 


One color and black, two colors 
and bieck and full R O P color 


Accepted by the 


ELIZABETH DAILY JOURNAL 
_ ELIZABETH, NEW JERSEY 


Write fer ¢etals of comtact 


WARD-GRIFFITH co. 
The Ward-Griffith Oo. maintains offices 


in all principal advertising centers 


Ward Bookkeeping & Tax Service, | 
3rd v.p.; Gordon Parkinson, Trans 
World Airlines, secretary, and 
Homer Paris Jr., Paris Printing | 
Co., treasurer. 
Wyeth Boosts Brown, Oldroyd 

Kenneth L. Brown has been ap- 
pointed director of advertising of 
Wyeth Laboratories, Philadelphia, 
manufacturer of pharmaceuticals. 
Mr. Brown has been with the com- | 
pany since 1951 and advertising 
manager since 1953. At the same 
time, Norman O. Oldroyd was 
named advertising manager; he| 
has been with Wyeth since 1943, | 
advertising coordinator for the past | 
four years. 


Wheel & Rim Assn. to Biddle 
The National Wheel & Rim Assn., 
which headquarters in St. Louis, 
has appointed Biddle Co., Bloom- 
ington, Ill., to handle its advertis- 
ing and merchandising programs. 
Biddle is the first agency the as- 
sociation has had. The association | 
has some 50 distributor members 


}in the U.S. and Canada. 


Trejo Gutierrez 
Guerra Duran y Casahonda Dillon Gerzso 
TEPONAZTLI WINNER—Dillon-Cousins de Mexico and Max Factor re- 
ceive the 1955 Mexican Teponaztli award presented yearly by the 
Asociacion Nacional de la Publicidad for the best consumer adver- 
tising and sales promotion campaign. Shown here are Juanita 
Guerra, ANP; James Stanton, president of Assn. of Mexican Ad- 
vertising Agencies; Juan Duran y Casahonda, former ANP presi- 
dent; F. Trejo, ANP; Raul Gutierrez, ANP president; Luis G. Dil- 
lon, president, Dillon-Cousins de Mexico, and Federico Gerzso, Max 
Factor general manager. 


This Salegman 


REALLY 


Covers the 
Fort Worth Trading Area 


CIRCULATION 


Daily (Morning and Evening combined) 


The $3 billion market of 100 Texas 
counties and the Metropolitan Fort 
Worth area can be “your territory” when 


the Fort Worth Star-Telegram goes to 


work for you, in Texas’ largest trading 


248,823 
Sunday 


228,437 


As filed with the Audit Bureau 


of circulations, subject 

to audit for 6 months’ 
average ending Sep- 
tember 30, 1955 


area — “Fort Worth and West Texas.” 


FORT WorTH STAR- ‘TELEGRAM 


Advertising Age, January 9, 1956 


|Alcoa-Wrap Bows 
as Successor to 
Wear-Ever Wrap 


| New KENSINGTON, Pa., Jan. 4— 
Aluminum Cooking Utensil Co. last 
week announced plans to market 
a newly-developed kitchen foil 
i the name Alcoa Wrap. 

The new wrap will supersede 
Wear-Ever Wrap, previously pro- 
duced by the company, which is 
jan Alcoa subsidiary. 


® Alcoa is currently “building up 
stocks” of the new foil, but any 
information on introduction dates, 
marketing plans, promotion, retail 
price, etc., is being withheld by 
the company pending further an- 
nouncement “within three weeks.” 

It is understood, however, that 
the foil will be of standard size 
and will be introduced in a limited 
number of test markets. 

Ketchum, MacLeod & Grove is 
the agency. 


John F. Barnett Joins 
‘Advertising Requirements’ 

| John F. Barnett, formerly editor 
and co-publisher of Golf Digest, 
and more recently an assistant ac- 
count executive of Needham, Louis 
& Brorby, Chicago, has been ap- 
pointed sales and service manager 
of Advertising Requirements, sis- 
ter publication of ADVERTISING AGE. 


‘Hamm's Sales Up 36% 

In 1955, for the first time, 
| Theo. Hamm Brewing Co., St. 
|Paul, passed the 3,000,000 barrel 
/mark in production, according to 
| the company president, William C. 
|Figge. The record volume, the 
/combined output of Hamm’s plants 
in St. Paul and San Francisco, 
|represents a sales increase of 36% 
| over 1954. In 1954, Hamm’s ranked 
eighth in sales among the nation’s 
brewers. 


Laclede Promotes Otto 

William H. Otto has been ap- 
pointed director of public relations 
and advertising at Laclede Gas 
Co., St. Louis, succeeding Robert 
D. Lewis, who retired after 28 
years in the post. Mr. Otto was 
formerly Mr. Lewis’ assistant. At 
the same time, Charles B. Collard 
was promoted from assistant ad- 
vertising manager to advertising 
manager. 


Bozell & Jacobs Elects Bozell 

Bozell & Jacobs, Omaha, has} 
elected John O. Bozell a v.p. Mr. 
Bozell, son of the late Leo Bozell, 
co-founder of the agency, joined 
Bozell & Jacobs as an account ex- 
ecutive in 1949. 


“Washington Post’ Appoints 

The Washington Post & Times 
Herald has appointed M. Belmont 
Ver Standig Inc., Washington, to 
handle its advertising. 


You Can't Miss With 
THE GAZETTE | 


in Haverhill, Massachusetts 


Adeartsing Makoger 


The Gazette will 
furnish effective 
eg gene 

for your product. The HAVER 
Hi L GAZETTE has 100% cover 
age of Haverhill’s trading zon 
pe opulation of 110,488. 

equest more facts. It pays to us 

the Gazette. 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
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MATTRESS IN MOTION—Englander Co. | 


§ Albany TV Station 


Plans UHF Satellite 


ALBANY, Jan. 3—The Hudson 


“i Valley Broadcasting Co., operator 
' of WROW-TYV, has disclosed plans | 


to construct a satellite tv station | 
at Hagaman, a suburb of nearby 
Amsterdam, which the station ex- 


pects will make its programs avail- | 
able to 50,000 additional set own- | 
‘ceeds his father, James C. Knol- 


ers in the Albany area. 

Thomas Murphy, general man- 
ager of WROW-TYV, said the com- 
pany had applied to the Federal 
|Communications Commission for 
|u.h.f. Channel 29, allotted to the 
|area some time ago. 

Mr. Murphy said the proposed 


|programs to Amsterdam, Glovers- 
ville, Johnstown, Glens Falls and 
other communities which at .pre- 


isent receive only Schenectady’s | 


WRGB, operating on v.h.f. Chan- 
nel 6. 


Knollin Advances Three 
Knollin Advertising Agency, San 
Francisco, has appointed Robert H. 
Knollin, with the agency since 
1940, general manager. He suc- 


lin, who continues active in client 
service and in an advisory capaci- 
ty. Knollin also has promoted Rich- 
ard L. Tevis, formerly an account 
executive, to manager of client 
|service and Sigurd Mortenson, pre- 
viously art director, to manager of 


Chicago, uses mobiles like this|<tation would beam WROW-TV art and production. 


as the nucleus of its point of | 
sale promotion. Streamers, 
ners, ad reprints, and counter 
cards are also used. The Displa- 
Mobiles are created and produced 
by Berger-Amour, Chicago. 


TV Set Market in 
Canada ‘Saturated’; 
May Dip 17%: Goss 


MONTREAL, Jan. 3—Market “sat- 
uration” may mean declining pro- 
duction of television sets north of 
the border in 1956, in the opinion 
of James H. Goss, president of the 
Canadian General Electric Co. 

Mr. Goss indicated Canadians 
aren’t scrambling for tv sets any 
more. He said that set production 
—850,000 in ’55—may drop to 


about 700,000 in the coming year. | 


ban-| 


Meyer & Co. to FC&B 


Wilson & Geo. Meyer & Co., West 
Coast agricultural and industrial 
chemical company, has appointed 
|the San Francisco office of Foote, 
Cone & Belding to handle its ad- 
vertising. The agency will coordi- 
nate campaigns for the various 
company divisions and branches 
throughout the 11 western states. 
|The company represents such 
manufacturers as Stauffer Chem- 
ical Co., Eastman Chemical Prod- 
ucts, Norske Hydro of Oslo, Nor- 
way, and Western Peat Sales Ltd. 


Dillenbeck Adds Two 

Thomas O. Woolf & Son Inc., 
national advertising manager of 
'Ordnance and the U. S. Naval 


71 
[Institute Proceedings, has ap- 
pointed Dillenbeck-Galavan Inc., 


Los Angeles, West Coast represen- ° 


tative for both publications. 


VIRGINIA 
A Metropolitan Market as defined 
by Sales Management, the City of 
Lynchburg’s 1954 per a retail 
sales ($1,478) were 32 higher 
than the U. S. average. 
ONLY the NEWS-ADVANCE cov- 
ers this basic Virginia market. 


| ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 


Nationally Represented by 


WARD-GRIFFITH -CO. 
The Ward-Griffith Co. maintains’ 


in all principal advertising centers 


The tv market may remain fair- | 


ly good for the next eight or ten 


years, but because of market sat-| 


uration it is “too early to antici- | 
pate volume in the replacement | 
business,” he said. 


Westinghouse Publishes 
Salesmen’s Booklet 

A new 48-page pocket-size prod- 
uct information guide, designed to 
give retail floor salesmen finger- 
tip data on the current Westing- 
house television receiver line, has 
been published by the company’s 
television-radio division, Metu- 
chen, N. J. 

Emphasis is on the selling fea- 
tures of the receivers, although the 


booklet includes a brief history of | 


Westinghouse’s background in tv 
and radio and some information on 
production. Copies are available 
from local distributors of Westing- 
house Electric Corp. 


Lott Joins Moss as A.E. 
Doyle W. Lott has joined Thom- 
as W. Moss & Associates, Detroit 


automotive sales promotion and | 


merchandising agency, as an ac- 
count executive. Mr. Lott had been 
with Reo Motors Inc., Lansing, 
since 1947, and served as director 
of advertising, sales promotion and 
public relations of the company 
from 1949 to 1955. 


Stephens to Newspaper Group 
J. Alan Stephens has been ap- 
pointed manager of the New York 
office of Lancaster Newspapers 
Inc., Lancaster, Pa. He formerly 
was national advertising manager 
of the Register, New Haven, Conn. 


In CANADA 
31% of the sales made 
in retail stores are 
made to Families reading 
THE STAR WEEKLY 
ask for information 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


1,677 ad units in 1954; 


advertising gain. 


was increased from 42,000 


greater than ever. 


panded in many ways. 


Such are the statistics on TSN’s current 62.8% 
gain, unquestionably one of the past year's 
outstanding media success performances. 
And, the gain is carrying over into 1956 
with the January, 1956, TSN around 50% 
ahead of last January's advertising volume. 
Even though TSN’s advertising has been 
constantly going up (see chart), there are 
many reasons behind this recent impetus in 


TSN’s Circulation Advanced to 53,000 


In January 1955, the circulation of TSN 
TSN’s lead in market coverage became 


Not only was the circulation expanded, 
but the editorial service was greatly ex- 


So, it was little wonder that the reader 
response to the vital fleet product news, on 
which only TSN concentrates in the truck- 
ing industry, became greater. 

The greater service :o more readers, of 
course, adds up to greater results for more 


2,669 in 1955. 


In October, 1955, 
scored another “first”. 


to 53,000, and 


ras 


comparison of sales impact in terms of what 
advertising will help the sales department 
most. In such comparisons TSN stands head 
and shoulders above other fleet publications. 


ATA Convention Supplement Published 


In addition to the copies distributed at 
the ATA convention, 
sent to leaders of government, industry, and 


Why TSN’s 1955 Advertising Volume 
Jumped 62.8% Over Previous Year 


GN gd) ===-=- = 
10-year Old Trucking Industry Product News Tabloid = 
Greatly Expands Market Coverage and Editorial Service 


TSN’s editorial staff 
A 16-page American 
Trucking Associations 
Convention Supple- 
ment, packed with 
exclusive news was 
distributed at the con- 
vention held in Wash- 
ington, D.C. 10,000 
supplements were 
printed containing 


= | 


| 
| 


Transportation | 
Supply News | 


THE FLEET PRODUCT NEWS TARLOIO 


news on the 17 ATA 


councils and confer- 
ences and on every 
one of the 51 affiliated 
state truck opera- 
tor’s associations. 


several thousand were 


What About 1956 and the Future? 


There are 10,000,000 trucks on the high- 
ways today. Experts predict 20,000,000 for 
1965 and 30,000,000 for 1975. 

What is going to happen to TSN’s cover- 
age of such an expanding market, so vital 


Will TSN’s circulation go to 75,000, 


It's a cinch it is not going to stand still. 
TSN's circulation will be expanded just as 
rapidly as it is feasible to do so in line with 
progressive publishing policies designed to 


lyzing their media selections 


More and more equipment advertisers to 
the trucking fleet market are carefully ana- 


action and reader interest (2) comparison 
of actual publication issues (3) comparison 
of ad positions and ad display (4) com- 
parison of market coverage (5) comparison 
of ad rates and cost-per-thousand, and 


Included among them are: merchandising 
TSN advertising to sales organizations, pro- 
viding direct mail lists, a unique inquiry 
forwarding system, assisting in field research, 
providing buying aids, supplying market 
data, offering its editors for consultation, 
helping with copy suggestions, photo,:raphic 
helps, assisting in providing pro- 
viding reprints, and others. 


on: (1) reader 


(6) 


WRITE FOR COPIES OF 1956 MARKET DATA 


1956 Fleet Market 
Forecast 


Gales 


Brochure fore- 
casts 1956 sales 
of new trucks, 
trailers, semi- 
trailers, replace- 
ment tires, parts 
and accessories, 
motor fuel, ter- 
minals and ter- 


minal equipment. 


Sales forecast 
on replacement 
Parts, accessories 
and supplies, 
tools and equip- 
ment, refinishing 
materials, new 
plant and plant 
equipment ex- 
penditures, etc. 


Sales predictions 
on fork and lift 
trucks, conveyors, 
cranes, elevators, 
pallets, scales, 
hand trucks, dol- 
lies, strapping, 
batteries, and 
industria! bat- 
tery chargers, etc. 


Actual case stud- 
ies of TSN reader- 
reaction. Included 
is data on typical 
examples of pull- 
ing power on 
capital equipment 
as well as operat- 
ing and mainte- 
nance products. 


Two charts show 
comparison of 
fleet market cov- 
erage by national 
fleet publications 
and comparative 
cost - per - thou- 
sand and cov- 
erage of indi- 
vidual segments. 


Stanley Publications, Inc., 22 W. Madison Street, Chicago 2, Illinois 
Phone: FRanklin 2-7450. Offices in: Detroit, New York, Tulsa, San Francisco, and Los Angeles 


In advertising to any market, there is 
Ie is results 


TSN and its sister-publication, JPN, are 
uce results. 
These results start with providing them 
for their readers which in turn means that 
they are likewise provided for the growing 
family of consistent advertisers. 


advertisers. public opinion because TSN’s convention to America’s economy. 
3000.7 —F news supplement told the story of “the 
2669 Nation's Trucking Industry”. 100,000, and over 100,000? 
2500 URD U 7 For the ATA convention to be held in 
ADVER G 0 New York in October, 1956, TSN’s editor- 
a | | - ial staff is already working on some unique 
Bis | 1466 editorial ideas for another new and different : - 
1500 —— eas | - a —- convention s supplement. keep pace with the industry. 
1000 1 7 TSN Provides Many Special Services =, pd —— counts. 
sao A= Besides publishing an effective advertising 
a medium, TSN provides advertisers and their publications designed to prod 
ms «ne UU USS agencies many special services. 


TSN’s Sister co Tabloid-- 
The Only News Tabloid ‘ie “<= =| 
For Automotive Jobbers! | = -- Gan sin Pusea tion |f \ 
Launched in June, 1955. &, cond hg } 

With TSN serving | ee = Bae = ' 
the flee field, JPN |= joe f= 

its logical com- | Fes! SSs:= ny 

panion publication Li 3 i 
serving automotive | == : a | 
wholesalers. JPN | bo pea = i 
has the largest veri- | aS bars ean || 
fied circulation, 39,- | 35s ABs Scene || 
091; the largest con- | He eee ce en ae || 
trolied coverage — | ae ee as | 


| 


41,122. Thus, 5. JPN 
has top coverage of the iaden Ad rates 
are lowest on a per-unit basis and on a 
cost-per-thousand basis. Editorial coverage 
includes: general news and features as well 
as merchandising and selling aids, news on 
parts, equipment, supplies and accessories. 
* - * * 
Stanley Publications is the only publisher 
offering combination rates in the automotive 
field. This makes TSN and JPN better buys. 
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William Simpson, 92, | 
Veteran ‘Philadelphia 
Bulletin’ Exec, Dies | 


PHILADELPHIA, Jan. 3—William| 
Simpson, 92, retired business man- | 
ager of the Philadelphia Bulletin, | 
died yesterday at his suburban 
home at Bala-Cynwyd. He retired 
in 1938 after having been associ- 
ated with the newspaper for 42) 
years. 

Born in Liverpool, England, Mr. 
Simpson came to this country as 
a young man. After a brief period 
in the flour milling business in 
the Midwest, he purchased a small 
weekly newspaper in Ellicot City, 
Md. He later sold the paper and 
joined Remington Bros., a New 
York advertising agency. A few 
years later he became an adver- 
tising salesman for the old New 
York World. 


® At the request of the late Wil- 
liam L. McLean, owner of the) 
Bulletin, Mr. Simpson came here 


paper until he retired in 1938. 

An enthusiastic yachtsman and 
golfer, Mr. Simpson was a close 
friend and golfing companion of 
President Warren G. Harding. Mr. 
Simpson was also widely known 
for his benefactions to Catholic 
charities, and for his contributions 
to Villanova University and St. 
Joseph’s College. 


FREDERICK N. POLANGIN 


New York, Jan. 4—Frederick 
Norman Polangin, 42, former ad- 
vertising account executive, died 
yesterday after a long illness at 
the National Institute of Health, 
Bethesda, Md. A graduate of the 
University of Michigan, Mr. Pol- 
angin started his career with the 
International News Service in 
Pittsburgh. Later he served in the 
Department of Commerce, and, 
after World War II, he became an 
account executive with Buchanan 
& Co., in Los Angeles. He also had 
been associated with Hutchins Ad- 
vertising Co., Philadelphia, and 


jin 1896 and remained with the, with Fuller & Smith & Ross and 
Ted Bates & Co., both in New York. 


| ABNER LICHTMAN 

| New York, Jan. 3—Abner Licht- 
|man, 44, partner and secretary- 
treasurer of Venard, Rintoul & Mc- 
Connell, radio and television 
| station representative, died Dec. 30 
at Lenox Hill Hospital after a 
brief illness. He wes widely known 
in the radio and television indus- 
try for his financia! counsel to sta- 
tion management. Earlier in his 
career he was in Wall Street and 
later was associated in ownership 
of several motion picture and 
theater enterprises here and in 
Florida. 


CARLE E. ROLLINS 

New York, Jan. 4—Carle E. Rol- 
lins, 65, secretary and an account 
executive of J. M. Mathes Inc., 
died yesterday of an apparent 
heart attack in the street outside 
his office. 

Mr. Rollins had been with the 


4.5-Q T. 

Twelve 
bottles makes a 
“Double Dozen” 
in Pepsi-Cola’s 
lexicon. Herbert 
Paige, general 
manager of the 
bottling plant in 
Dayton, displays 
the first of the 
new carriers to 
come off the line. 
Dayton is the test 

market. 


PAC K— 
12-07. 


been secretary 


of the company he was an account executive in the 


Mathes agency since 1933, and had since 1938. From 1920 until 1933 New York office of N. W. Ayer & 


“Big as life and twice as natural” —this striking die-cut shelf strip 
needs only minimum space for proved eye-stopping, sales-starting power. 
Kleen-Stik pressure-sensitive adhesive gets it up . . . Keeps it up 


Dealers want efficient self-selling displays on easy-up Kleen-Stik. 


Salesmen or storekeepers simply peel off the protective backing and press the 
display in place. Their universal appeal and widespread use prove that 
Kleen-Stik gives you more for your display dollar. 


KLEEN-STIK Prooucis, INC. 


7300 W. WILSON AVENUE, CHICAGO 31, ILLINOIS 


| 
| 
| 
where sales are made. | 
: 
| 
| 
| 
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Off-the-Shelf Display 


In a 3-D Way 
gives your product 
point-of-sale 
dominance 


SAMPLES COMING UP! 
If you aren’t already a 
member, join our 
“‘Idea-of-the-Month”’” 
Club — FREE. Write on 
your letterhead today! 


Son. Before that he was an adver- 
tising salesman for Good House- 
| keeping. Following his graduation 
from Dartmouth College in 1912, 
he was with the Crowell-Collier 
|Publishing Co. Mr. Rollins was a 
veteran of World War I and a past 
commander of the Manhasset Post 
of the American Legion. 


EDWARD F. DALTON 


New York, Jan. 5—Edward F. 
Dalton, 65, a senior sales repre- 
sentative of the New York Sub- 
| ways Advertising Co., died Jan. 1 
at South Nassau Communities Hos- 
| pital, Oceanside, N. Y. He had been 
associated with transportation ad- 
|vertising for 30 years. After at- 
|tending Brown University, Mr. 
Dalton started his career as New 
| York sales manager of the Ideal 
Cocoa & Chocolate Co., of Chicago. 
| During World War I he served 
| Overseas as a captain of infantry. 
|In 1926, he joined the Collier Ad- 
| vertising Seryice as a_ salesman. 
| With the dissolution of the Collier 
‘companies in 1940, Mr. Dalton 
|joined New York Subways Adver- 
|tising Co. He was a past com- 
'mander of Post 303 of the Ameri- 
|can Legion, Rockville Center, N. Y. 


} 

WILLIAM G. PRESTON 

| New York, Jan. 5—William G. 
| Preston, 39, a member of the pub- 
lic relations staff of J. Walter 
Thompson Co., died Jan. 3 at his 
home in North Merrick, N. Y. After 
graduating from Boston University 
Mr. Preston took his M.A. degree 
at Harvard University in 1939. For 
|several years he was a free-lance 
‘writer and photographer before 
joining the Thompson agency 
about three years ago. 


| ARTHUR V. ANDERSON 


New York, Jan. 5—Arthur V. 
Anderson, 55, former advertising 
director of Newsweek, died Jan. 3 
at his home in Chappaqua, N. Y., 
after a long illness. After gradu- 
ating from Dartmouth College in 
1921, he worked as an advertising 
salesman on several newspapers 
before joining Newsweek in 1935 
as a salesman. In 1940 he was 
named eastern ad manager. Two 
years later he became ad manager, 
and in 1943 he was appointed ad- 
vertising director. He resigned in 
1951 because of ill health. 


RALPH DAMON 

MINEOLA, N. Y., Jan. 5—Ralph S. 
Damon, 58, president of Trans 
World Airlines, died last night 
at Nassau County Hospital after a 
siege of pneumonia. 

Mr. Damon began his executive 
career in 1922 with Curtis Aero- 
plane & Motor Co. after serving in 
World War I. He became president 
of Curtis in 1935. 

He later became v.p. and general 
manager of American Airlines, and 
then president of Republic Avia- 
tion Corp. He became president of 
TWA in 1949. 
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Coming 
Conventions 


*Indicates first listing in this column. 


Jan. 21-22. Advertising Assn. of the | 
West, midwinter conference, Paradise Inn, | 
Phoenix, Ariz. 

Jan. 22-25. Newspaper Advertising Ex- 
ecutives Assn., annual meeting, Edgewater 
Beach Hotel, Chicago. 

Jan. 26-28. Assn. of Railroad Advertising 
Managers, annual meeting, Biltmore Ho- 
tel, New York. 

Jan. 29-Feb. 1. National Advertising In- 
dustries Exposition, Morrison Hotel, Chi- 
cago. 

Feb. 3-5. Eastern Conference of Women’s 
Advertising Clubs, Hotel Statler, Buffalo. 

Feb. 9. A iated Busi Publications, 
annual midwest conference, Edgewater 
Beach Hotel, Chicago. 

Feb. 24-25. Northwest Daily Press Assn., 
37th annual meeting, Radisson Hotel, Min- 
neapolis. 

Feb. 27-28. Inland Daily Press Assn., 
winter meeting, Drake Hotel, Chicago. 

March 2. Associated Business Publica- 
tions, annual eastern conference, Roose- 
velt Hotel, New York. 

March 2-3. Midwestern Advertising 
Agency Network, first quarterly business 
meeting and competitive display, Drake 
Hotel, Chicago. 

March 5-7. Packaging Assn. of Canada, 
annual convention, King Edward Hotel, 
Toronto. 

March 10-14. Advertising Specialty Na- 
tional Assn., 4th annual spring specialty 
show, Palmer House, Chicago. 

March 14-16. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 22-24. Advertising Federation of 
America, Fourth District, annual conven- 
tion and southeastern advertising confer- 
ence, Orlando, Fila. 

April 8-12. National Business Publica- 
tions, spring meeting, The Homestead, 
Hot Springs, Va. 

April 10-12. Point-of- ‘Purchase Adver- 
tising Institut and exhibit, 
Hotel Sheraton- Aster, New York. 

*April 12-14. Southern California Ad- 
vertising Agency Assn., 6th annual con- 
ference, Oasis Hotel, Palm Springs. 

April 15-19. National Assn. of Radio and 
Television Broadcasters, 34th annual con- 
vention, Conrad Hilton Hotel, Chicago. 

April 15-21. National Brand Names 
Week, Annual Brand Names Day dinner, 
April 18, Waldorf-Astoria Hotel, New 
York. 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 26-28. American Assn. of Adver- 
tising Agencies, spring meeting, The 
Greenbrier, White Sulphur Springs, W. Va. 

April 27-29. Advertising conference 
sponsored by the University of Michigan, 
Ann Arbor. 

April 30-May 2. Assn. of Canadian Ad- 
vertisers, 4lst annual convention, Royal 
York Hotel, Toronto. 

May 6-8. Magazine Publishers Assn., 
37th annual meeting. The Greenbrier, 
White Sulphur Springs, W. Va. 

May 14-16. National Newspaper Promo- 
tion Assn., 26th annual convention, Hotel 
Cleveland, Cleveland. 

May 14-17. First Advertising Agency 
Group, annual conference, Hotel Statler, 
Boston. 

May 20-23. National Industrial Adver- 
tisers Assn., 34th annual conference, Pal- 
mer House, Chicago. 

May 24-27. Associated Business Publica- 
tions, annual spring conference. The 
Homestead, Hot Springs, Va. 

June 3-6. National Sales Executives In- 
ternational Distribution Congress and 
Sales Equipment Fair, Conrad Hilton Ho- 
tel, Chicago. 

June 1043. Advertising Federation of 
America, annual convention, Bellevue- 
Stratford Hotel, Philadelphia. 

June 20-22. American Marketing Assn., 
spring conference, Wiliam Penn Hotel, 
Pittsburgh. 

June 24-28. American Newspaper Class- 
ified Advertising Managers Assn., 
annual convention, Long Beach, Cal. 

June 24-28. Advertising Assn. of the 
West, 53rd 1 conventi Los An- 
geles. 

July 1-4. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Empress 
Hotel, Victoria, B. C. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th 1 conventi Drake Ho- 
tel, Chicago. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, Sham- 
rock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., fall 
meeting, Westchester Country Club, Rye, 
N. Y¥. 

Oct. 1-3. Direct Mail Advertising Assn., 
annual convention, Hotel Statler, New 
York. 

Oct. il-13. Pennsylvania Publishers 
Assn., annual convention, Bellevue-Strat- 
ford Hotel, Philadelphia. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers Assn., 
annual convention, Chicago Athletic 
Assn., Chicago. 

Oct. 18-19. Audit Bureau of Circulations, 
42nd annual meeting, Drake Hotel, Chi- 
cago. 

Oct. 22-23. Boston Conference on Dis- 


tribution, Hotel Statler, Boston. 


| ‘Esquire’ to Launch West 
Coast Edition in April 


Esquire will publish a West Coast 
edition beginning with its issue of 
April, 1956. The edition will circu- 
late in 11 western states with 
advertisers guaranteed an initial 
circulation of 100,000 ABC. The 
magazine said it will deliver 114,- 
864 copies. Only b&w ads will be 
accepted at the outset, with rates 
beginning at $1,000 a page. 

The West Coast edition, to con- 
sist of the national issue with the 
addition of western advertising, 
will circulate in California, Ore- 
gon, Washington, Montana, Idaho, 
Wyoming, Colorado, New Mexico, 
Arizona, Utah and Nevada. 


Cullen Co. Names Hayes; 
Moves Cleveland Office 
Edward M. Hayes, formerly with 
the retail advertising staff of the 
Cleveland Press, has joined the 
Cleveland office of John W. Cullen 
Co., publishers’ representative. 


Cullen Co. has moved its Cleve- | 
land office to larger quarters at. 


3121 Euclid Ave. 


Form New Printing Company 

Reynolds-Foley Co., a new Lou- | 
isville offset printing company, | 
opened Jan. 1. Stephen D. Rey-| Jj 
nolds is president, and Benjamin | } 
P. Foley is v.p. and treasurer of | § 
the new company. Mr Reynolds 
has been with Fetter Printing Co., 
Louisville, since 1946, most re-| 7 
cently as sales manager, v.p. and| 7 
a member of the board of direc- | 
tors. Mr. Foley formerly was 
president of a Fetter subsidiary, 
Caxton Printing Co. 


Padula to ‘L.A. Examiner’ 
John J. Padula, formerly busi- 
ness manager of The American ie 
Weekly, New York, has been “ay 
named business manager of the! 7s 
Los Angeles Examiner. He suc- 
ceeds Robert M. Mount, who re- 
signed. 
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IN CANADA 

more than “rds 
of all major a 
goods and services 

sold in Toronto 

are bought by # 
readers of the : 


| TORONTO 
DAILY STAR 


: *SOURCE: Gruneau Research Survey, 1955 


ba ak * 


ax no i e 9 


To be published February 15th 
Facts about the fast-growing Latin American 


markets never before available! 


This book 


tells you where 
the money is 


in the world’s 3rd wealthiest market area! 


This book gives you facts never before 
collected under one cover—along with 
an analysis of these facts which will be 
indispensable to you if you sell, advertise 
or want to invest in Latin America. 

THE LATIN AMERICAN MARKETS— 
gives you your first clear picture of 
the world’s third wealthiest market 
area ... from Mexico and the islands 
of the Caribbean to Cape Horn, at 
South America’s southern tip, country 
by country and market by market. 
Nothing like it has appeared before. 

The marketing information in this 
new book is the most accurate obtain- 
able. It is so up to date that it even 
includes the recent changes of prov- 
ince names in Argentina. 


Here are facts culled from no fewer 
than 73 major official sources and 
literally hundreds of minor ones. 


Compiled by J. Walter Thompson 


of basic trends—gives you an over-all 
background against which you can 
interpret the detailed information in 
Part Two. 


Part 2: Classifies each of 30 markets 
separately, in detail, under 10 major 
topics or yardsticks. It gives you the 
facts essential for effective marketing 
—Population, Climate, Production, 
Income, Exports, Resources, and so 
on. This section also tells how these 
characteristics may affect packaging, 
distribution, sales potential, etc. 

Part 3: Provides the basis for de- 
cisions to enter or not enter these 
markets; and how to enter them. 
Should method of entry be by branch 
factory, or by licensing arrangement 
or exporting? If exporting— what 
methods and channels should be used? 
What are the conditions affecting 
marketing, advertising and other pro- 
motional efforts? 


Company—published by McGraw- 


Hill—Tue LATIN AMERICAN MArR- 
KETS includes 24 maps designed 
especially for this book by the 
American Map Company, which are 
worth the price of the book alone. 


ORGANIZED FOR EASY USE 
THE LATIN AMERICAN MARKETs is 
organized in three parts: 

Part 1: Gives you an understanding 


If you need this book at all it is in- 
dispensable. Order now. Already, prior to 
publication, half of the First Edition has 
been reserved. While they last, we will be 
happy to mail you a copy, anywhere with- 
in the Continental United States, prepaid 
for examination. Study it for five days. 
If it does not live up to your expectations, 
return it to us and you will owe us noth- 
ing. If you decide you wish to ownit... 
remit $18.00. 


_ It is impossible to do more than suggest the great values this book 
may have for you. You must examine it yourself. Mail the coupon! 


A quick look at the colossal 
Latin American market 


e Latin America is a market of roughly 
173 million people—this is eight mil- 
lion more than the total population of 
the United States s 


e Latin Americans consumed about 
$37 billion in goods and services in 
1954 (at 1950 prices) 


@ Last year we sold more to the coun- 
try of Venezuela ($531 million) than to nS 
Austria, Denmark, Ireland, Greece, Nor- : 
way, Portugal, Turkey, Spain, New 
Zealand, Egypt and Ethiopia put together 


@ Last year we sold more to the Central 
American Republics and Mexico than to 
Great Britain, our best overseas market, 
and the Scandinavian countries combined 


| 
| 
L 


J. Walter Thompson Co., Dept. A-1 
420 Lexington Ave., New York 17, N. Y. 


Send me the First Edition of THE LATIN 
AMERICAN MARKETS, postpaid, for free 
examination. I will remit $18 payment 
in full or return the volume, with my 
reasons for returning it, in 5 days. 


Name 


Address 


City State 


Postal regulations require remittance in full 
with all orders from outside the U.S.A. 
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Pioneers in Pressure-Sensitives for Advertising, Labeling 
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Edited in Spanish by native Latin Amer- 
icans, it’s the only magazine serving 18 major | 
Latin American grocery markets. Circulation of 
10,000 includes men who make 71% of all retail 
sales. Covers wholesale grocers, grocery sales agents, 


fixtures and equipment suppliers, hotel, club, and 
large restaurant managers. Good results proved. 


Write today for complete market facts! 


THE CANTERBURY PRESS 


2001 Calumet, Chicago 146, Ill. 


Dewn Beat—Country and Western Jamboree—Record Whirl— 


| 


| 
| 
| 
| 


| 


| 


Everett-McKinney Adds One; 
Appoints John Shelton 
Everett-McKinney, radio-tv sta-_ 
tion representative, has been ap-| 
pointed national representative of | 
WBBQ, Augusta, Ga. 
The representative has ap-| 
pointed John B. Shelton, formerly 
on the Chicago staff of Crosley 
Broadcasting Corp., western sales 
manager of its Chicago office. 


Tuna Sales Increase 

Despite increasing imports and 
work stoppages, the Southern Cali- 
fornia tuna canners report a sat- 
isfactory year volume-wise with a 
slight increase in sales over 1954. 
According to the California Fish 
Canners Assn., member companies 
in the Terminal Island and San 
Diego areas packed and sold more 
than 8,000,000 cases in 1955. Pro- 


| TWA in 1949. 


— " ita 
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smiling 
OYSTERS 


for 
STRENGTH 


the ONE and ONLY 
OLYMPIA OYSTER CO.’S 
famous OYSTER STICKS 


You can’t help but be strong and 
energetic when you eat oysters 
because they not only contain 
proportionately more in mineral 
content, but are nutritionally 


valuable in protein and vitamins. 


@ bli ; / Up Beat—Beverages—Radie y Articulos Electricos—Radio y 


Articulos Eiectrices Catoleg File—Bebides— Bebidas Annual Directory 
Publishing since 1934 


—te Farmacia Moderna—la Tienda—Elaberaciones y Envoses motion and advertising expendi- 


tures of the association and its in- 
dividual member companies during 
the year were in excess of 
$9,000,000. 


EVERYTHING BUT PEARLS—This is one of a series of small-space ads for 
the Smiling Oyster marketed by Olympia Oyster Co., Shelton, Wash. 
The campaign for frozen oyster sticks opened on a test basis in the 
Seattle Times in mid-December using 1,000 lines in two colors. The 
|eartoon ads follow on a weekly 


|basis into March. Standard Na- 
tional Advertising Agency, 
| Seattle, is the agency. 


Textile Labels Must 
List Fiber Content, 
Canadian Law Says 


| Toronto, Ont., Jan. 3—Eight 
|years of research and discussion 
|have resulted in adoption by the 
|Canadian government of a new 
set of regulations, covering the la- 
beling of textile materials. 

The new rules, which went into 
effect Jan. 1, do not require that 
wg all textile materials should be la- 

oe! beled, but they do provide that 
gee when labels are used they must 
correctly describe the fiber content 
of the materials concerned. 

All textiles and clothing sold in 
Canada, whether made here or not, 
are affected by the new ruling. 
The consumer will be guided by 
a legibly marked label which will 


indicate, in order of predominance 


ee st 


by weight, all component fibers 
comprising at least 5% of the ma- 
terial content of the fabric from 
ae which the garment is manufac- 
tured. 


eae ® The regulations define “label” 
rr as an advertisement poster, sticker, 
tag, receipt or any form of de- 
scription, whether it is stamped, 
sewn, printed or written. 

Representatives of consumers, 
|retailers, garment manufacturers, 
|textile producers and the federal 
|government devised the regula- 


all under One Roof! Son Sat ete 
by the standards branch, Depart- 


Your complete promotion! At Consolidated, every phase of 
your merchandising program is insured expert guidance... 


from designing a new package to creating a light and 
motion display. Fidelity of color reproduction and 


meticulous craftsmanship are guarded by quality-control 


engineers. Delivery dates are a point of honor. 
Yes, it pays to consult Consolidated. One call assures 
you of a co-ordinated promotion designed and executed to 
sell and sell for you. 


Specialists 
in Gold Bronzing, 
Embossing a 

Varnishing 


CONSOLIDATED 


ment of Trade and Commerce. 


Pontiac, Leather Group and 
Belgian Linens Get Together 

The Upholstery Leather Group, 
the Pontiac division of General 
Motors and the Belgian Linen 
Assn. will work together on a joint 
promotion in January. The cam- 
paign, launched with a six-page 
color ad in the January Vogue, 
features the leather interiors of 
Pontiac’s Catalina and Belgian 
linen resort wear by House of 
Lords. 

The campaign will be merchan- 
dised strongly to retailers in 33 
cities under a program developed 
by the leather group’s agency, 
| Arndt, Preston, Chapin, Lamb & 
| Keen. Pontiac’s agency is Mc- 
|/Manus, John & Adams, and the 
Belgian linen account is handled by 
Bermingham, Castleman & Pierce. 


Hamm Brewing Boosts Fabian 

Theo Hamm Brewing Co., San 
Francisco, has promoted Louis Fa- 
bian to state representative. Mr. 
|Fabian was a city salesman for 
Hamm’s in Los Angeles prior to 
his promotion and previously was 
/ branch manager in Northern Cali- 
| fornia for Weston Biscuit Co, 
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Seattle Store Broadcaster Does Job tor oma mecaneteesommy wecwnvnon mn Gruen Names Somerfield of McGraw Electric Co., Elgin, Ill 
ze . FAMOUS PATTERN SALE | Ralph M. Somerfield, formerly |": : nage 
a New Client—Police Bad Check Detail | manager of the new products divi-| the company’s sales and fair trade 
SEATTLE, Jan. 3—Market-Cast-| signed are Duncan Hines cake) _ |sion of Bulova Watch Co., has ct «plese - al 
ers which broadcasts in-store pro-| mixes, All detergent and a re- e | been named director of dealer tv- con eta ye god ype ate 
grams for 112 s mioshels in|newal of a 52-week contract for| i radio service for Gruen Watch Co., SUPervise the fair trade enforce- 
this area, now ara dded police | Rainier beer, now in its third year. | ————————-—-—-- Cincinnati. Mr. Somerfield will/ Ment Program in addition to his 
’ s 6 armed ° darned ee eS head the new dealer tv-radio de- NeW duties. 


reports on stolen and fraudulent|The company also performs in-| 


partment now being set up in 
Gruen’s New York office to aid 
dealers in their radio and tv ad- 
vertising. 


Toastmaster Boosts Griffiths 
John E. Griffiths has been) 

named merchandising manager of 

the Toastmaster Products division | 


checks—with results that sur-|store merchandising service, in- 
prised even the police. | cluding detail work twice a month 
Within an hour of the broad- at each store. 
cast one morning last month of the; For in-store broadcasts, Market- 
theft of payroll checks from Non-|Casters has exclusive use of 
Ferrous Metal Co., a supermarket | KING-FM. Station identification is 
cashier spotted one of the stolen | muted for store listeners, and home 
checks and signaled the manager,|fm listeners are viewed as a plus 
who called police. The customer | value for advertisers. After 9 p.m. 
took alarm and left, but his li- and until 1 a.m. the output is sold 


cense number was noted. He was|to restaurants for background) — = 

picked up in a few minutes, and | music. 

police recovered the entire lot of | aaa ictan tea, eed 

go er normal fare js /ngalls-Miniter Adds One | moting a post-holiday sale with 
Boston Sausage & Provision Co. this page in the Ladies’ Home 


music, broken by advertising| = he 
erage has appointed Ingalls-Miniter Co., 
which is presented as though the Boston, to handle advertising for | Journal, plus newspaper ads and 


ing to his : : | se : 
store manager were talking to its Honor Maid line of smoked “rect mail. Batten, Barton, Dur-| 


. 2 r- . Z 
patrons calling attention to pa | meats and ork products. | etine & Osborn i the agency 


And one con't UNSAY it! 

Maybe it was printed, broadcast, tele- 
vised. Somebody thinks it’s Libel, 
Slander, Piracy of his format or ma- 
terial, Invasion of Privacy, Copyright 
Violation. Accusing Agency, Client, 
Performer—anyhow, a claim is made 
THEN you should hove our unique 
POLICY which is devised to take the 
sting out of the claim. This INSUR- 
ANCE is amazingly inexpensive. Get 
data and rates NOW, before any 
claim is lodged. 


| 


WRITE FOR DETAILS 


AND RATES } 
CORPORA 


‘Kansas City. Mo 


ANCE ° 


are limited to 20 seconds and come 
no oftener than every six min-| 
utes. 


® Announcement of bad checks 
was added this fall. Each an- 
nouncement is preceded by a 
three-gong signal. The check in- 
formation is added for a double 
purpose, Syd Abrams, manager of 
Market-Casters, told AA: It alerts 
store personnel to the need for 
watching for bad checks, and it) 
lets customers know why stores in- | 
sist on proper identification before | 
they cash checks. On this score of 
customer good will, a typical | 
broadcast goes: 

“Honest citizens are injured) 
when bad checks are passed. Su-| 
permarkets in Washington are co- 
operating with the police depart- 
ment and civic organizations to) 
curb bad check passing. Your un- 
derstanding and cooperation will 
aid this project.” 

As a supplement to store per-| 
sonnel, Market-Casters now mails 
to customers a weekly “bad check 
prevention report” listing fraudu- 
lent or stolen checks reported by 
the local police department. Bul-| 
letins also include sketches of men | 
wanted for passing bad checks, | 
where this detail is obtainable | 
from police. 


® Bulletins also list national ad- 
vertisers who currently buy 
spots on Market-Casters’ in-store 


broadcasts. Among those recently Bank of America sees 
Sales Idea #5 by PIONEER 


bank in hundreds of West Coast communities. 


Qualatex 


ADVERTISING 
BALLOONS 


imprinted with 
your message for 


Radio and TV 
Show Offers 


that gets 88%, of the national farm income. 


... and average around $10,000 in cash income. 


- Other Popular PIONEER Prod a | . m WY e . ¥ offices in New York, Chicago, Detroit, Philadelphia, 
Household Gloves, Rock a Dr. Baby Rants, : Cleveland, Atlanta, San Francisco, and Los Angeles. 


and Roliprut Surgical Gloves 


is the country’s largest US bank... with 1954 year end 
deposits of $8.27 billion, 4.42% of US total deposits.* But 
not even its vast deposits can convey the influence of this 


But figures are not always synonymous with big value. 
Consider SuccessruL FARMinG with only 1,300,000 circulation, 
reaches 42% of all US farms earning $10,000 or more. Seven 
out of ten of its farm subscribers are in the 39°, minority 


SF farmers work big farms, average 286 acres... own 
more than a third of all farm tractors, and almost half the 
grain combines, hay balers, milking machines. They are big 
producers ...account for 53% of the corn harvested for grain, 
57° of the hogs, 44% of the dairy products, 44% of the eggs 


Because SuccessFuL Farinc for fifty years, has helped the 
country’s best farmers make more money, no other medium 
can match its influence. For more quality prospects, and to 
balance national schedules, you need SuccessFuL FARMING. 


* Sources: Bank of America, Value Line Investment Survey, May 16, 1955; 
US Total, Economic Indicators, Joint Committee of the Economic Report, Sep?. 1955. 


MEeEReEpDITH PusBLisHinc Company, Des Moines... with 
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CAB Report Blames Fog, 
Not Sign, for Landing Crash 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


creased rate of descent at an alti-| the plane would have reached the 


tude too low to effect recovery.”| touch down poir 


on the runway. 


|publications are not dying—they | 
are growing fat, left to their own 
devices and ignored because of 
their small numbers. It only takes 
one rotton apple in a basket... 
HERBERT S. WARMFLASH, 
Advertising Manager, Stapling 
Machines Co., Rockaway, N. J. 
Sorry, it’s an advertiser’s prob- 


To the Editor: It appears as/| (See last page of attached report.) The plane was descending at the lem, rather than a _ publisher’s. 

The CAB investigation found! rate of “at least 2,000 feet per | Honest, decent publishers do their 
that: “Relative to the ILS glide | minute” between a position one-| best to point out the fallacy of 
path and localizer course center-| half mile out from the runway and | trading ads for editorial, but there 


though Thomas F. Flannery Sr. is 
entirely justified in replacing the 
electric sign near the Midway 
Airport. 


| 


lines, the top of the sign was about 


In addition to the precautions | 84 feet below and 122 feet left, 
which Mr. Flannery outlines in| respectively. The height of the 


your article (AA, Dec. 12, Page 78, 
“Complaining Pilots Err; Sign 
Isn’t Too Tall”) the Civil Aero- 
nautics report of this accident in no 
way implies that the sign was the 
cause of the accident. Their con- 
clusion is: “Board determines that 
the probable cause of this accident 
was momentary disorientation 
caused by the loss of visual refer- 
ence during the final visual phase 
of the approach resulting in an in- 


sign at its location was also ap- 
proximately 12 feet lower than the 
allowable height as determined by 
the obstruction clearance criteria.” 

The report further states: “The 
right wing of the aircraft struck 
the sign about 18 inches below the 
top.” In other words, the plane was 
only about 16% feet off the ground 
as it passed over the gas station 
where the sign is located. There 
were still 1,600 feet to go before 


There’s An Easier Way 
To Get Attention... 


THE BEST WAY... 


Seil to men? Sell your customers the 
Reach 
1,200,000 reader-buyers, 98% male. Con- 
centrate in THE SPORTING NEWS. Men 
buy it, like it, read it from the front page 
to the last. And have confidence in it. 
It's almost as old as baseball itself and 


easy way .. . the hest way! 


just as lively. 


See 


oO ae 


the sign. 

At this rate of descent if the 
plane had missed the sign it prob- 
ably would have hit something 
else before reaching the runway. 

Several witnesses who were in 
the immediate accident area testi- 
fied that they “heard the aircraft 
but because of dense fog could not 
see it until the instant it struck the 
sign or immediately thereafter.” 

In summary, the CAB blames 
the accident on the fog—not the 
sign. The sign was well within the 


safety limits prescribed by the! 


proper authorities. 
D. B. ScuLLy, 
Leo Burnett Co., Chicago. 


. e * 

It's Advertisers’ Problem 
To the Editor: 
(AA, Dec. 5) on “Weakening 
Ethics ...” touches on a topic that 
could stand much more open dis- 


cussion. For, while only a rela-| 


tively few publications may op- 
erate with no division between 
editorial . and advertising de- 
partments, many people—includ- 
ing some who influence advertis- 
ing appropriations—do feel there 
generally exists a direct relation- 
ship between the amount of space 
bought and the amount of editorial 
space available to the advertiser, 
to be used as he dictates. 

This attitude is often based on 
only one or two experiences with 
papers that operate along the lines 


of “Give me an ad and I'll give 
you a story”; or “We're holding 
up the story on your product so} 


you can tie in with an ad.” 
Perhaps it is time the majority 
of publishers realized that their 
integrity is being damaged by an 
unscrupulous few of their number. 
Unfortunately, it doesn’t 
more than a few to create and re- 
inforce the feeling that editorial 


space is generally for sale—at the 


price of advertising dollars. 
Needless to say, a good construc- 
tive program to correct the abuses 


that do exist will benefit not only 
most publishers, who are an ethical 


lot, but also those of us who place 


take 


|usually isn’t anything actually il- 


logical, unethical and nonsensical; | 
so the way to stop it is for ad- 
vertisers to quit falling for it. 
- * 2 

Says ‘Sameness’ in Ads 
Isn‘t Retailers’ Exclusively 
| To the Editor; When I read 
|Clyde Bedell’s “Looking at the 
| Retail Ads,” in the Dec. 19 issue, I 
couldn’t let my feeling pass with-| 
out comment. 

He complains of the “sameness 
of retail advertising in the face of 
rough competition. 

Within: the past three weeks I 
have heard no less than three tele- 
| vision commercials peddling wee 


| 


| 


| known electric shavers, each using | 
Your editorial| the boast that its product was the 


| best selling in the country. Is this 
the result of ample leisure time to 
prepare good copy? 

And in spite of time, talent and 
| money, Ford ads still attempt to 
befuddle the public with “A fine 
car at half the fine car price!’ We 
| retail men can duplicate such gems 
lof gibberish without spending 
weeks at “creative” endeavor. 
| So until there is more evidence 
|that the high salary boys really 
| have something fresh and original 
| to offer, let’s ease up on the sour 
| grapes. From where I stand there 
|is plenty of room for improvement 
| all along the line. 
| While I’m at it, I might add that, 
while I enjoy reading ADVERTISING | 


items, it still has a long way to go 
|in being of assistance to the retail 
advertiser. 

Why not throw out “foreign 
translations” articles, etc., with 
their nickel’s worth of audience, 
and give us retailers a break? 

JOHN J. JENDRICKS, 
Johnstown, Pa. 
. * * 
Artist's Tree Decorates 
Agency at Yuletide 

To the Editor: One of our artists 
has created an unusual Christmas 
tree which has been the subject of 
much comment. Aside from its be- 


AcE for its behind-the-scenes news | 


|legal about the process—only il-| ' 


PAPER SCULPTURE—Maurice Stack 
(right), artist of Brady Co., Ap- 
pleton, Wis., agency, shows the 
basic scissors cut of his stylized 
Christmas tree to Gordon Fisher, 
senior art director and v.p. The 
ornaments are suspended, mobile- 
style, from the ceiling. 


you with the hope one of them 
might be of interest to your 
readers. 

RicHarp M. BAKER, 
Vice-President, The Brady Co., 
Appleton, Wis. 

. * os 
Endorses Business Gifts, 
Thoughttully Chosen 

To the Editor: I read with in- 


| terest your mail bag letter entitled 


“Eye and Ear” in your Dec. 5 is- 
sue on Page 100 and I was rather 
amazed to find your editorial en- 
dorsement of this article in your 
next issue, where you agree that 
the giving of business gifts is to be 
frowned on. 

There are many things which 
come under the heading of busi- 
ness gifts, the most lecherous of 
the group being the famous fur 
coats, but business gifts can be 
given in good taste and become an 
effective part of a direct adver- 
tising effort. 

Certainly no one can consider it 
in bad taste for an industrial firm 
to send modest and useful gifts in 
the Christmas season to its best 
customers. We can agree that a 
present of alcoholic beverages in- 
discriminately can fall into the 
hands of a non-drinker or one who 


ee Seorrere sevormencen, write industrial advertising. To leave it 


CHARLES.C. 
“2018 : 
Big a pea meee 


NEW YORK 


SPINK & SON, Publi 
hington Ave., St. Louis 3, Mo, 
AGO — DETROIT — LOS ANGEL 


CLEVELAND 


to the individual advertiser alone 
is not enough. There always will 
be some who will “play ball,” in 
the mistaken belief that they are 
helping their company. 
Unfortunately, the prostitute 


ing unusual in design, the tree is 
so simple to make, a_ kinder- 


|gartener could duplicate it. The 


materials? A few sheets of paper 
and one dozen Christmas balls. 
We send these photographs to 


has a drinking problem. This 
would be most offensive. On the 
other hand, the present of a finely 
decorated decanter to someone who 
will enjoy it and will use it prop- 
erly cannot be condemned. 
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In short, we think that business | 
gifts, if used in a comprehensive 
and thoughtful program, can be-| 
come an excellent and permanent | 
part of many firms’ advertising | 
program. This type of advertising 
is referred to as remembrance ad- 
vertising, and gifts which do not | 
carry imprint most often carry | 
notes of thanks for pleasant rela- | 
tions during the year. Since Ap-| 
VERTISING AGE purports to be an} 
advertising magazine for the whole | 
industry, we do not feel that your 
editorial stand was fair. 
Humpsrey H. Swirt, 
Standard Thermometer Inc., 
Boston. 


* * 
Says Advertising Is 
Business—Not Profession 
To the Editor: I’d say the gen- 
eral answer to your editorial ques- 
tion (AA, Dec. 12) “Is an Adman 
a Good Manager?” is—he is if, 
as an adman, he has practiced 
being what he should be in the 


first place, namely, a good busi- e 


ness man. 


There are those admen who in- ‘ 


sist on isolating themselves from 
the business community by claim- 
ing they are something special as 
technicians, creative wordsmiths, 
ivory tower researchers. 

Believe you have repeatedly 
made the point that advertising is 
a business, not a profession. Let’s 
stick to that and let’s make it an 
ever more profitable business that 
delivers increasing mutual benefits 
to the consumers who buy and the 
producers who sell. 

Erwin H. Ktiavus, | 

Marketing Director, Northrup, 

King & Co., Berkeley, Cal. 

e e . 
Agrees with Weiss on 
Mechanized Selling 

To the Editor: I am writing to| 
request permission from you to re-| 
print the article entitled, “Food 
Processors Should Explore Mech- 
anized Selling Possibilities,” by 
E. B. Weiss, which appeared in 
your Dec. 5 issue. 

We believe Mr. Weiss has pin-| 
pointed one of the major problems 
that will face food retailers in the 
forthcoming period: the increasing 
cost of operation. Whether or not 
mechanized selling in the form of 
vending machines is one of the an- 
swers to this problem remains to be 
seen. However, we would like to. 
have the pleasure of bringing Mr.) 
Weiss’ remarks to the attention of 
our 28,000 independent food re- 


tailer readers. Due credit, of 
course, will be given to Mr. Weiss 
and to ADVERTISING AGE. 

RIcHARD W. MULVILLE, 
Managing Editor, Cooperative 
Merchandiser, Chicago. 

’ 7 * 

Charmer Adds to Monroe’s  _ 
Tune-Up Program 

To the Editor: Attached you will 
find a photograph that we think is} 
the “gag shot of the year.” The re- | 
lease attached to the photograph | 
tells the story of Monroe’s new 
“Tune Up the Ride” program, and 
the snake charmer pose is really 
indicative, not only for the tune-| 
up theme, but also carries besa 


a 


idea of how shock absorbers 
make springs behave. (That’s a 
Monroe shock she has.) 

Incidentally, our “Tune Up the 
Ride” program has been getting 
more than enthusiastic reception, 
not only from our distributing or- 
ganizations, but also from the 
trade press editors, who tell us that | 
it is one of the best tie-ins they | 
have seen with a_ well-known 
phrase (Tune Up the Motor). 

We have also received letters of | 
commendation from such safety 
organizations as Triple A and the) 
Industry Wide Highway Safety) 
Commission for the safety angle in| 
this campaign. 

I am including a folder contain- 
ing the point of sale, direct mail, 
and trade and consumer advertis- | 
ing that we are putting behind this 
program. 


A. A. BALLANTYNE, 
Advertising Manager, Monroe 
Auto Equipment Co., Monroe, 
Mich. 


when time is important—get 
newspaper mats from 


Fi, ah ee Bir 3d 


‘to believe this. 


|adequate at the time it was pur- 
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|age needs regular review.” |board of governors of the North- 


ce Ads Must According to Mr. Whitney, the|/ern California council of the 
Create Obsolescence individual agent “makes a heroic} American Assn. of Advertising 


|effort to make up for these de-| Agencies. New vice-chairman is 
eye) Says Whi ficiencies in his company’s adver-| Melville E. Wank, Wank, Lougee, 
Too, itney |tising program,” but there just|McDonald & Lee. Harold Marquis, 
NewakkK, Jan. 3—Promoting sales|aren’t enough salesmen to reach| West-Marquis Inc., was elected 
through obsolescence is a technique all prospective insurance custom-| secretary-treasurer. 
the life insurance industry should |ers, he said. 
use, according to Elwood Whitney, | Seattle PR Group Elect 
: *} p Llects 
vp. of Vouts, Cane & Belding, New Upjohn Launches Publication Byron H. Christian, professor 
of journalism and public relations 


rk. : 2 
= in Upjohn Co., Kalamazoo, Mich.., 
‘eacnmiartie bodlng Prec © has started publishing a weekly) at the University of Washington, 
“I have read hundreds of pages pd newspaper, “Scope Weekly,” as a/has been elected president of the 
life insurance advertising desi ed | Service to doctors and their asso-|pyplic Relations Roundtable of 
a , gee |Ciates in the medical profession. Seattle. Other new officers are 


s h . . | . . 
to convince me that life insurance | prepared for Upjohn by Physi-| raward R. Cameron, Sears, Roe- 


is good and that I should own). - 
some. Together with 90,000,000 | 12" News Service, the paper Cov- | buck & Co., v.p., and Fred Imhoff, 
: : ers current news in medicine and f th Internationa! 
other policyholders I finally came " : Fi : 16 manager 0 e 
‘related sciences. First issue, Trade Fair, Seattle, secretary- 
pages, had more than four pages | t,eacurer. 


“But with rare exceptions, no ‘ . 
, ; devoted to promotion of Upjohn 
= 
life insurance company has at | products. 


tempted through its advertising to Brewers Group Changes Name 
The California Brewers’ Institute 


convince me that my policy, while | 
Four A’s Council Elects with headquarters at San Francis- 


chased, has since become obsolete| James A. Brown, Hoefer, Dieter- | co has changed its name to the Cal- 


| because of my added earnings and|ich & Brown, San Francisco, has ifornia Brewers’ Assn., Eugene S. 
| responsibilities, or that my cover-|been elected chairman of the|Selvage, president, has announced. 


in our own domain 


we’re king 


FASHION is our field, our domain. More than a lion’s 
share of FASHION NEWS, trends and developments 
appears first in our pages. In the men's wear industry, 
retailers, manufacturers and mill people look to us for 
the very latest in fashion news and ideas. And they 
find it issue after issue. For FASHION LEADERSHIP is 
just another way of saying MEN’S WEAR Magazine. 


MEN’S WEAR 


A Fairchild Publication 
7 East i2th Street, New York 3 
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Charmin Buys Paper Corp. 
Charmin Paper Mills Inc., Green 
Bay, Wis., has purchased the bank- 
rupt Paper Corp. of America’s mill 
at Cheboygan, Mich., for $600,000. 
The Cheboygan plant, closed since 
June, 1953, will be used by Char- 
min for its own products, including 
towels, napkins and facial tissues 
for home and industrial uses. Re- 
habilitation of the plant will start 
immediately, and the plant should 


|be ready for operation in four to 


six months. 


Fansteel Names DiMasi A.M. 

Joseph V. DiMasi has been ap- 
pointed advertising manager of 
Fansteel Metallurgical Corp., North 
Chicago, Ill. Assistant advertising 
manager since 1945, Mr. DiMasi 
succeeds Allan L. Percy, who con- 
tinues as director of public rela- 
tions. 


Orange Bow! Ga ne Filmed 

Reela Films, M ami, Fla., has 
filmed the Orang Bowl holiday 
festivities, includin the Maryland- 
Oklahoma game, in full color. 
Films will be  iistributed by 
Jan. 18. Reela !ilms has an- 
nounced its prom tion campaign 
in 1956 will includ. not only busi- 
ness paper adverti: ing, but also tv 
spots, using its ow. film commer- 
cials. 


VHF 
240,000 
WATTS 


Wichita Windy SCORES 
(=~, Again! 
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NOVEMBER ARB sHOoWwS 


KTVH STILL 


BIG WICHITA AREA 


Again, for the sixth straight survey, KTVH Letter- 
man, Wichita Windy, plops ‘em in the basket, 
and Channel 12 scores again as the dominant TV 
station in the Wichita area. November, 1955, 
ARB Scoreboard gives KTVH eight out of the ten 
top-rated shows. The KTVH Team guards your 
profits, plays “all over the court,” carrying the 
ball for you into Wichita and 14 other 


Kansas communities. 


To Sell in Kansas, Buy KTVH 


Kk 1VH 


HUTCHINSON S 


BASIC 


Nationally by H-R Representatives, Inc. 

KTVH, pioneer station in rich Central Kansas, serves more than 14 important communities besides 
Wichita. Main office and studios in Hutchinson; office and studio in Wichita (Hotel Lassen). 
Howard O. Peterson, General Manager. 
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Along the Media Path 


Good Housekeeping’s speciallarticle on foreign issues traded 
merchandising promotion, in co- in the market. 
operation with 12 newspapers in| s : 
p> many cities during 1986, pro- | ® All seven Dallas radio stations— 
duced special sections with a total | KGKO, KIXL, KLIF, KRLD, 
of 392 pages and 695,000 lines of /KSKY, WFAA and WRR—have 


few . 4 
advertising featuring products | joined to promote radio as a medi- 


bearing the Good Housekeeping /um in 1956. Based on the plan of- 
Guarantee Seal. The magazine ex- | fered by the Texas Assn. of Broad- 


pects to launch a second series of | casters, radio will be promoted 


similar tie-ins during the spring Vi@ Outdoor posters, newspaper 


of 1956, in cooperation with at|#4S, radio spots, ete. McCann- 


least another dozen newspapers. 
| 

|® Publication of a multiple-page 
boat show supplement by the Chi- 
cago Tribune will mark the open- 
ing of the 23rd annual Chicago 
National Boat Show on Friday, 
Feb. 3. 


® Dell Comics is offering adver- 

tisers what it calls a “Summer 

Spectacular” for 1956: the back 
|covers of 62 titles as a unit. Cost 
| is $117,000, offered on a first come, 
| first served basis. 


® The New York News has pub- 

lished its third annual “Weather 

Almanac” with information in the 

32-page booklet compiled by J. 

Henry Weber, the News meteor- 
| ologist. 


|@ Illuminating Engineering, offi- 
cial] publication of the Illuminating 
Engineering Society, will put out 
its golden anniversary edition in 
January. It will be 200 pages, and 
‘review the progress and develop- 
ment in lighting in all of its phases 
since 1906. 

® John Blair & Co., New York, has 
put together a slide film presenta- 
tion to help its farm department 
sell spot radio to more advertisers 
|}who need to reach this segment 
of the market. The presentation is 
being shown to top advertisers 
and agencies. Twenty-six of the 


37 stations represented by Blair | 


offer programs directed to farm 
audiences. 


|® The New York Herald Tribune 
on Dec. 21 published a 16-page 
| standard-size section on the Amer- 
ican Stock Exchange. It presented 
a history of the exchange, former- 
ly known as the New York Curb 
Market, with photographs of ac- 
tual trading on the street during 


the late 1800s and early 1900s. Oth-| 


er features included an article by 
Edward T. McCormick, president 
of the American Stock Exchange, 
on the future of the securities busi- 
ness, an article explaining the 
hand-signal trading system used on 
the floor of the exchange, and an 


|Erickson, which plotted the state- 
|wide campaign for the Texas 
| Broadcasters Assn., will also be the 
/agency for the cjty promotion. 


® Houston Magazine, publication 
|of the Houston chamber of com- 
|merce, will reduce its size to the 
standard business publication type- 
| page size of 7x10”. Present size is 
|8%x11”. Reason for the change is 
|to make the magazine “more adapt- 
able to advertisers.” 


|® KLAC, Los Angeles 24-hour 
/music station, preempted all spot 
announcements on the station New 
Year’s Eve and morning. The sta- 
tion broadcast an uninterrupted 
program of dance music beginning 
at 6 p.m. on Dec. 31 through 6 a.m. 
| Jan. i. 


|® Radio Station WINS, New York, 
|also deleted all commercials from 
|its broadcast day on Christmas. 
From 6:35 p.m. on Dec. 24 to 6:30 
p.m. on Christmas Day it presented 
a program of Christmas music and 
| stories. 


be Esquire is planning to stage a 
“Spring Festival of Gifts” promo- 
tion in its June and July issues. 
Special editorial displays of gift 
suggestions will be featured in 
both issues. An Esquire gift coun- 
seling service will be established 
|in 115 major markets to tell read- 
lers where they can buy the gifts 
they saw advertised in the maga- 
zine. 


® WMBR-TV, Jacksonville, Fia., 

| will begin erecting a new 995’ tow- 
er on March 1, with completion ex- 
pected on April 1. The station 
says the structure will be the tall- 
est between Tampa and Atlanta. 


® Department of New Laurels: 
The Macfadden Men’s Group 
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(Saga, Sport, True Detective and 
Master Detective) reports the clos- 
ing of March issues with the high- 
est advertising revenue since this 
group was established in 1946. 

Circulation of the Dec. 10 issue 
of The Saturday Evening Post, car- 
rying part six of the Godfrey auto- 
biography, established an alltime 
high. Total circulation was esti- 
mated at more than 5,400,000 cop- 
ies, which eclipsed the record cir- 
culation of the Nov. 5 issue with 
part one of the autobiography. 

The January issues of World’s | 
Business and Guia will carry 15% | 
more advertising than they did a| 
year ago. 

The Dec. 15 issue of El Diario de | 
Nueva York, daily for Spanish- | 
speaking New Yorkers, was the | 
largest issue in its seven-year his- 
tory. | 
Ad pages in the February issue 
of Coronet are up 26% over Feb- 
ruary, 1955. 

The largest February issue in 25 | 
years will be published by Boys’ | 
Life in 1956. More than 24,500 lines 
of advertising will be run. 

The Dec. 16 issue of the Chicago 
Sun-Times consisted of 112 pages, 
the largest edition the newspaper 
has ever printed. 

The Houston Chronicle on Dec. 
14 also published its largest edi- 
tion, 106 pages, plus a 32-page 
neighborhood tabloid section, a 
regular Wednesday feature. 

McCall's ad linage in its January 
issue is 34.9% over the previous 
January. 


Paper-Mate Will Move Its 
Headquarters to Chicago 

Paper-Mate Co., Culver City, 
Cal., is moving its executive offices | 
to Chicago, effective Feb. 1. New 
Paper-Mate headquarters will be 
Suite 444, Merchandise Mart. The 
sales, sales promotion, advertising, 
market research and administra- 
tive activities will be centered 
there. 


Heading the Chicago operation | — 


of Paper-Mate—now a Gillette Co. | 
subsidiary (AA, Sept. 26)—will be | 
Thomas Welsh, v.p. in charge of 
sales, and E. Edward Ettinger, v.p. 
in charge of advertising. Patrick J. 
Frawley Jr., founder and president, 
will have offices in Chicago and 
Los Angeles. Manufacturng will 
continue in Los Angeles and Puer- 
to Rico and product research will 
stay in Los Angeles. 


Int'l. Ad Assn. Issues 2nd 
Section of Code of Ethics 

The International Advertising 
Assn., New York, has issued the 
second section of its “Code of 
Ethics and Standards of Practice” | 
for the international advertising 
field. This section deals with ra- 
dio and television. Designed to 
serve as a guide for agencies, ad- 
vertisers and media, it lays down 
standards for the placing of radio 
and television commercials. 

The first section of the code, 
dealing with print media, was is- 
sued last September (AA, Sept. 
26), and a third and final section 
will be published next month. 


Stokely-Van Camp Acquires 
Fairmont Canning Co. 

Stokely-Van Camp Inc., San 
Francisco, has acquired all of the 
outstanding stock of Fairmont | 
Canning Co., Fairmont, Mont., | 
processor of frozen foods for na-| 
tional distributors. Last year Fair- | 
mont sales totaled $7,507,939. 

Stokely will use the Fairmont | 
facilities in the production of fro- | 
zen meat and fruit pies, and the 
acquisition, achieved by exchange 
of stock, marks Stokely’s entry in- 
to the food freezing business east 
of the Rockies. 


| 


‘Revue’ Appoints Brault 

La Revue des Parents, Montreal, 
has appointed Leo T. Brault ad- 
vertising manager and Allin As- 
sociates, Toronto, its Ontario rep- 
resentative. 


RS DAY] 


uo hk} 


FORWARD LOOK—Second only to Christmas as a merchandising occa- 
sion, it is estimated that $750,000,000 will be spent this year on 
Mother’s Day gifts. Shown here with the 1956 poster are Arthur 
Freeman, executive director of the National Committee on the Ob- 
servance of Mother’s Day (left), and George J. Hecht, chairman of 
the committee and publisher of Parents’ Magazine. Advance proofs 
of the poster may be obtained from Mr. Freeman at 129 W. 30th St., 


Donnelley to Move to Loop 


|E. Cermak Rd. to two Chicago 


New York 1. 


79 


| KHQ-TV Names Blair 

J. Birney Blair, who has been 
sales manager of KHQ, Spokane, 
|Wash., for more than a year, has 
been appointed sales manager of 
the radio station’s sister tv outlet, 
KHQ-TV. He replaces John Pind- 
ell, who has taken over the post of 
local sales manager of KING-TV, 
Seattle. 


Reuben H. Donnelley Corp., pub- 
lisher of the Chicago classified 
phone directory and other pub- 
lications, will move its general 
and regional offices from 330-350 


loop buildings. The Chicago-Cin- 
cinnati Regional Publications di- 
vision will move Feb. 1 to 33 E. 
Congress St. The general office 


will move by early summer to the} 
new Prudential Bldg. if skill and experience 
. 
i ties ieheitiatnait | could be sold as merchandise 
YOU couldn't get a better bar- 
Robert S. DeBear, formerly with gain anywhere, to prove it: just 
Fuller & Smith & Ross, has joined 4AY P send for our free samples now! 
G. M. Basford Co., New York, as WALK ADVERTISING TYPOGRAPHY 
© MOh 


a copywriter. 4-6134 


pa ed FOR RELIABLE REPRESENTATION 0) OA at 
ey IN THE SURGING SOUTHEAST “~~ ate 
= j 


Home Modernizing 
Retains The Dawson Company . 


Publishers’ Advertising Representatives 
905 Chamber of Commerce Bidg., Miami 32, Fieride 


NUMBER OF FARMS AND RANCHES 
FARMER-STOCKMAN CIRCULATION 


FARMER-STOCKMAN R.F.D. 


PERCENT OF R.F.D. TO TOTAL .......- 


Try this on for size and compare it with ot 


This “Who's on First” means farm penetratio 
advertisers. It looks like this: os 


An old gag turned into a new gimmick 
when 1955 farm census figures recently ex- 
ploded all over the place. “Who’s on First” 
got a sensible answer. Top spot for R.F.D. 
Coverage (which means being strong where 
a farm magazine ought to be strong) goes to 
the Farmer-Stockman for both Oklahoma 


and Texas. 


OKLAHOMA CITY, OKLA. @ DALLAS, TEXAS 


selling for 


TEXAS | OKLA | jor 
Bevcvcce 208,964 118,979 411,925 
vtbanes serguaa 118,136 355,178 
coccccccQposcces 158,765 83,116 241,881 
+= 67% 70% 


prosperous rural Southwest. 


The Farmer-Stockman is owned and operated by The Oklahoma Publishing Co. * The Daily Oklahoman 


Oklahoma City Times * WKY Radio * WKY-TV * WSFA Radio * WSFA-TV © Represented by Katz Agency 
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Tested Southern 
Recipe 
For Sales Success 


Do you really believe that if you 
want something done, you should 
take it to the busiest person you 
know? That if you want maximum 
assurance of getting a return on 
your money, you put it on a win- 
ner? If you want to be confident 
of results from your advertising 
you go by proof instead of prog- 
nostication? 


Ranks First 


Then you want the Memphis radio 
station that’s rated first in all 
audience surveys, out of a field of 
eight. You want Memphis’ only 
50,000-watt station. You want the 
station that’s regarded in its mar- 
ket of 1,230,724 people as the only 
station—their station. You want 
WDIA. These are basic ingredi- 
ents in your sales success with 


One-Group Specialty 


And there are others. The reason 
WDIA has risen from 250 watts 
to 50,000 watts—in a single, un- 
precedented step—is that it was 
the first to recognize the Negro 
market, in the city that’s first in| 
the South in Negro population. | 
And Memphis is 40 per cent Ne-| 
gro. WDIA talks their language, | 
using only Negro announcers and | 
commentators. WDIA brings them | 
Negro music. 


| 
Big Buyers 


To command this market is to let 
yourself in for a surprise. This 
' is much more than a good market. 
This 40 per cent of the customers 
buys 53.4 per cent of all women’s 
hosiery sold here. 56.8 per cent of 
all the salt. 69 per cent of all the 
chest rubs. 64.8 per cent of all the 
flour. They spend 80 per cent of 
what they make, on consumer 
goods like these. And in 1955 
they made over a quarter billion 
dollars. That’s why we call this 
the “Golden Market.” 


You can get the hot—not cold 
—-facts on what happens to other 
advertisers who pick out the mar- 
ket concentrating 10 per cent of 
all the Negroes in the United 
States, and the one medium they 


overwhelmingly accept. Some of | § 


these advertisers are: 


Blue Plate Foods, Wonder Bread, 

Nadinola Cream, Sinclair Gaso- 

line, Kroger Stores, Tide, Pal 
Blades. 


We think, though, that you'll pre- 
fer to look at facts on your own 
particular kind of product. Drop 
us a note. Let us deliver the proof 
first—then you can make prog- 
nostications from that. The ingre- | 
dients for sales success are defi- | 
nitely here for you. And the know- 


how. | 
WDIA is represented nationally 
by the John E. Pearson Company. | 


Rm | 


, S General Manager 
y Sor, Ftresan——- 


Commercial Manager 


| & Co. (le magasin le plus pres de 


Martex Trouva Que 
Bien des Gens Sont 
Emus by French Ads 


Magnifique! Formidable! 
Martex Gourmet Hand Prints 
Deja le monde entier sait que les 

Francais sont les meilleurs chefs 
du monde—et bientot tout le mon- 
de reconnaitra que Martex fait les 
plus grands et les plus beaux “dish 
towels” du monde! Ces dessins 
nous ont tellement captives par leur 
espirit francais que nous avons 
voulu vous les decrire en francais. 
Les “dish towels” illustres se ven- 
dent a $1, piece. Pour les noms des 
magasins le plus pres de chez vous, | 
ecrivez a Martex, 65 Worth St., 
New York 13. 

—Complete text of Mar- 
tex ad running in the Nov. 12 New 
Yorker (See AA, Oct. 31). 


New York, Jan. 3—“Most people 
thought we had holes in our heads 
when we decided to run that Mar- 
tex ad in French,” John W. Little, 
ad manager of Wellington Sears 
Co., admits. But judging from the 
letters stacking up on his desk, a 
lot of other people got a big kick 
out of it. 

So far over 650 readers in 45 
states, London, Paris, Arabia, Swe- 
den, Alaska, Canada and Basel, 
Switzerland, plus several with 
FPO numbers, have answered the 
ad which extolled the beauties of 
four French-inspired dish towels. 
And Martex still hopes to hear 
from the three U.S. holdouts—Wy- 
oming, North Dakota and Montana. 


= Over a third of the readers were 
so imbued with Vesprit francais, 
they sat right down and dashed off 
immediate answers in impeccable 
French. Others wrote in a bilingual 
melange of French-English. And 
others confessed they couldn't read 
a word of the ad, but they’d buy 
anyway. 

The ad copy asked only that peo- 
ple write Martex pour les noms des 
magasins les plus pres de chez vous 
(for the name of the nearest store 
carrying the towels), but many 
readers jammed envelopes full of 
money and mail-ordered as many 
as 22 dish towels at a time. And 
since the letters urged “toute de 
suite, vite vite,” Martex instead of 
returning the money, rushed it 
(over $500 to date) to B. Altman 


chez lui) so the orders could be 
filled by Christmas. 


_ National Nielsen Ranking of Radio Shows 


Two Weeks Ending Nov. 26, 1955 
All figures copyright by A. C. Nielsen Co. 


Current 
Rank 


Dragnet (Chesterfield, NBC) 


Program 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 


Our Miss Brooks, (Toni, CBS) 


Edgor Bergen (Philip Morris, CBS) 


Edgar Bergen (Lettuce, CBS) 


Two for the Money (P. Lorillard, CBS) 
You Bet Your Life (DeSoto-Plymouth, NBC) 


Godfrey’s Scouts (Lipton, CBS) 


Godfrey's Scouts (Toni, CBS) 


Gunsmoke (Liggett & Myers, CBS) .... 


Gene Autry Show (Wm. Wrigley Jr. Co., CBS) .... 


EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 
One Man's Family (Participating, NBC) 


1 
News of the World (Miles Labs., NBC) 1,572 
Lowell Thomas (Delco Batteries, CBS) 1,480 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,341) 
1 


This Is Nora Drake (Toni, CBS) 


Arthur Godfrey (Kellogg, CBS) 


Young Dr. Malone (Toni, Sleep-Eze, CBS) 
Guiding Light (Procter & Gamble, CBS) 


Perry Mason (Procter & Gamble, CBS) 


2,266 
2,220 
2,127 


2,127 
2,081 


Helen Trent (Toni, CBS) 
Arthur Godfrey (C 


Ma Perkins (Procter & Gamble, CBS) 
Road of Life (Procter & Gamble, CBS) .... 


2,081 
2,035 
2,035 


2 
3 
2 
3 
4 
5 
r) 
7 
8 
9 
0 


Arthur Godfrey (Bristol-Myers, CBS) 


DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 


Galen Drake (General Foods, CBS) 


Woolworth Hour (F. W. Woolworth Co., CBS) 


pana, CBS) ... 1,988 
ae 1,988 

(555) 

1,480 


Robert Trout-News (Chevrolet, CBS) 


1 
2 
3 
A 


DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 


Gunsmoke (Liggett & Myers, CBS) 


1 
2 


U.S. radio homes. 


Allan Jackson-News (Chevrolet, CBS) 
* Percentage of homes reached (“Nielsen-Rating”) may 
the total number of homes reached with 46,244,000, the 1 


rad 


A surprising number of men|sea. However I am enclosing a dol- 
were roused into writing—two-|lar bill (could not find a fistful 


thirds as many men as women— 
and the list included about 20 ad- 
men as well as a goodly share of 
doctors, lawyers, business men, 
university professors and students. 

One of Martex’s favorite letters 
came from a man in Chicago. 
“Okay I give up! I can’t read a 
word of your ad in The New York- 
er and therefore assume that while 
you are not all-fired anxious to 
sell these towels, you might part 
with one if a person showed 
enough interest to write and en- 
close a dollar bill. 

“Few of us provincials bother 
much with the French language, 
other than peering at the labels on 
vermouth bottles. Since your very 
handsome advertisement did not 
include a proof statement, I was at 


“ 
Py 


a 


There’s FREE advertising space on 


your trucks... bring it to light 
with SCOTCHLITE 


REFLECTIVE SHEETING 


Yes, there’s a company that’s making doggone good use of their 


truck fleet! Brilliant signs of SCOTCHLITE 
turned their trucks into 24-hour-a- 


eflective Sheeting have 
day traveling salesmen. Durable, 


easy-to-maintain SCOTCHLITE Reflective Sheeting can give your prod- 


uct colorful sales appeal night and 
safety factor for your trucks! Why 


day—as well as being an added 


not cash in on the valuable free 


selling space on your trucks—for a free demonstration, write Minne- 


sota 


ining & Mfg. Co., Dept. AA-196, St. Paul 6, Minn. 


k of Minnesota Mining & Mfg. Co. 


“SCOTCHUTE” Reflective Sheeting is a registered trad 


of francs anywhere in Chicago) .” 


® In Tonawanda, N.Y., a woman 
tore out the ad and scrawled across 


the top, “If this means what I think | 


it means, send me two each of the 
towels I: have indicated with an X 
underneath.” 


A slightly bilingual Chicagoan | 


wrote, “S’il vous plait, inform me 
pronto les noms des magasins les 
plus pres de chez moi, ou I can buy 
les plus beaux dish towels du the 
whole damn monde. 

“I shall purchase several a $1, 
piece if only to thank you for an 
amusing advertisement that could 
appear only in The New Yorker. 
Sincerement yours.” The man was 
wrong. The same ad appeared also 
on the back of the Army-Navy 
game program and while it pulled 
only a smattering of replies, it did 
score a letter couched in Catalan— 
postmarked Annapolis. A similar 
ad ran in the November House 
Beautiful, but it carried a store 
listing and an English elaboration 
in place of the Martex address. 


ws One practical man from San 
Francisco wrote, “I do not read 
French, but I am assuming that 
you wouldn’t be putting out for a 
full-color page unless you were 
offering these articles for sale.” 
Several people complimented the 
ad agency (Ellington & Co.) as 
well as the ad. “Okay Martex— 
you and your clever advertising 


|jagency. And me and my proud 


knowledge (?) of Francais. Ou a 
les magasins le plus pres de chez 
moi?” wrote one enthusiastic but 
ungrammatical reader from Can- 
ton, O. 

An adman from Grand Rapids, 
Mich., like several others, asked 
for a translation. “I don’t know 
what your ad says but I like the 
pictures and think maybe I can use 
some of those ‘dish towels.’ May I 
have information I can under- 
stand.” 


® From Kansas City, Mo., came 
this agitated tale addressed to one 
Mr. Fitz D. Cannoy. “Where in 
hell—or K. C., Mo.,—are those g.d. 


Advertising Age, January 9, 1956 


New Yorker when better she 
should be studying Good House- 
keeping or the Ladies’ Home Jour- 
nal, sees your ad and tells me to 
go get ’em—that everyone handles 
Martex. So I try Peck’s, I try Em- 
ery Bird’s, I try Jones’ and every 
time I fish your ad out and flash 
|it the salesgirls run away scream- 
|ing. Finally, I corner a guy at 
| Macy’s who tries to get away but 
tells me that they’ve been ordered 
jand shoulda been here but some 
| Fitz D. Cannoy at Martex hasn’t 
sent ’em and that from all the 
times he’s seen husbands come in 
with that ad more women must 
read The New Yorker in K. C. than 
read the Kansas City Star. And 
he hopes to hell he’ll get the sacry 
dish towels soon, as he’s getting 
sacry tired of that sacry ad. 

“So if they’re in K.C. please let 
me know toot sweet as the French 
say and I’ll tell the guy at Macy’s 
so he can quit being bothered. 

“P.S.—I just phoned my wife 
I was writing you and she says 
that there probably isn’t any Mr. 
Cannoy at your company that she 
thinks the guy at Macy’s said ‘fils 
de canaille’ whatever that is. 


m One especially enterprising 
reader, Ruth B. Hagedorn of Gads- 
den, Ala., sent her letter, written 
in French, directly to The New 
Yorker, which published it as “une 
lettre ouverte” in its Dec. 1 issue. 
This reader was one of the few 
who spotted the extra “i” that 
crept into the word “esprit” in the 
ad. Just a typo, Mr. Little explains 
—and what with copy changes 
right up to the last minute, he’s 
just happy nothing more embar- 
rassing got into print. The New 
Yorker, in turn, compounded the 
error by making a typo of its own 
(somehow the word “l’adman” 
was reduced to “l’” in printing the 
Alabama correction). 

That, however, was only the be- 
'ginning for Miss Hagedorn. Last 
week she dazedly wrote Mr. Little 
(in French, of course) that she too 
has been deluged with mail this 
|past month—150 to 200 letters, 
cards, telegrams, and even gifts. 
| Not from her friends, either—they 
}are still in a state of shock, she 
| wrote. Her correspondents are 
| strangers from all over the U.S., 
Montreal, even the commanding 
general of the infantry in Korea. 
| “Mes lettres sont en francais, aus- 
si. Ma pauvre petite tete!” she add- 


s Of course, many readers stodg- 
ily answered Martex in English 
without a word to indicate they 
had even noticed the ad was writ- 
| ten in French, but many admitted- 
ly jumped at the chance to dust 
off the old dictionnaire and revive 
a language they hadn’t spoken 
| since college days. One mademoi- 
|selle from Iowa City, Ia., even 
| waxed poetic: 
| Quand j’ai vu votre publicite 
Je m'ai dite toute de suite 
| “Il faut que je les aie, 
Ces beaux ‘dish towels’ vite! vite 
Il n’y a pas de magasins ici 
Qui vendent cettes jolies merveilles 
C’est pourquoi je vous en prie, 
De m’envoyer en couleurs variees 
Trois comme ci et trois comme ca. 
Will Martex continue its bilin- 
gual advertising? “No,” said Mr. 
Little, “not unless we get another 
‘natural’ like these gourmet tow- 
els.” Until then Martex will prob- 
ably get along with plain old En- 
glish. 


had 


_ Morrell Moves to Chicago 

| John Morrell & Co., meat pack- 
er, has transferred its general of- 
fice from Ottumwa, Ia., to 208 S. 
La Salle St., Chicago, where the 
company already maintains head- 
| quarters for its Red Heart dog and 
| cat food division and offices of W. 
W. McCallum, president of the 
company. Morrell will continue to 


|Gourmet prints of yours? My wife operate its packing plants in Ot- 
|who spends her time reading The tumwa and Sioux Falls, S.D. 
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Electric Appliances Market Reaching 
Saturation, ‘Electrical Merch’ Finds 


New York, Jan. 3—Unit sales of | 
six electric houseware or appliance | 
products reached alltime highs 
during 1955, while no fewer than | 
29 have achieved virtual saturation 
status in the American home. 

According to figures published 
this week in the annual statistical 
and marketing issue of Electrical | 
Merchandising, the most spectacu- | 
lar gain was registered in the dry- | 
er field, where an increase of) 
54.2% over 1954 resulted in sales | 
of 1,200,000 units. 

Other products 
highs include: 


setting new 


® Electric dishwashers, up 13.5% 
to 295,000 units. 


® Automatic washers, up 32.7% 
to 3,187,000. 


® Food waste disposers, up 30% 
to 520,000. 


® Television sets, up 5.9% to 7,- 
905,000. 


® Room air conditioners, up 4.9% 
to 1,290,000. 

Previous high sales mark was es- 
tablished for tv sets in 1950, for 
electric dishwashers in 1951, and 
for the three other items in 1954. 


® The McGraw-Hill publication 
estimates that 97% of U. S. homes 
have radio sets, 94.1% have elec- 
tric refrigerators, 90.3% electric 
irons and 84.1% electric washers. 
Among the newer appliances, room 
air conditioners are already in- 
Stalled in 5.6% of the country’s 
homes, and electric bed coverings 
are to be found in 12.3% of all 
wired dwellings. 

Retail sales in the electric 
houseware and major appliance 
field during 1955 totalled more 
than $8 billion, the magazine 
says, representing a gain of better 
than $1 billion over the previous 
record set in 1954. 


s For the first time, both electric 
housewares and clothes washers 
surpassed the $1 billion sales 
mark. 

A listing of 37 major classifica- 
tions of electrical housewares and 
appliances published by Electrical 
Merchandising, together with total 
unit sales, average retail price 
and total sales volume of each dur- 
ing 1955, compared with similar 
statistics for the previous year, 
indicates that manufacturers have 
generally benefitted from their 
ability to effect lowered retail 
prices on many items. 

Power lawnmowers, for exam- 
ple, were reduced in average re- 
tail price from $89.70 in 1954 to 
$86 last year, but sold an addition- 
al 750,000 units for an over-all 
increase of almost $60,000,000 in 
retail sales. Floor polishers were | 
offered during 1955 for an average | 
sales price of $54, which was $6) 
under the previous year’s level. Yet 
50,000 more units were sold for a 
total retail sales increase of about 
$750,000. 


s Other typical comparative fig- 
ures follow, with 1954 figures in 
parentheses: 


® Air conditioners—1,290,000 units 
(1,230,000); $320, average price 
($340.89) ; $412,800,000 total retail 
sales ($419,298,000). 


® Bed coverings—1,350,000 (1,- 
050,000) ; $30, ($35.95) ; $40,500,000 
($37,747,500). 

® Blenders—405,000 (296,000); 
$35.59 ($39.95); $14,415,000 ($11,- 
825,000). 

® Floor-type vacuum cleaners— 
3,300,000 (2,658,100); $87.93 ,($95.- 
73); $292,806,900 ($254,459,000). 

® Coffee makers—3,675,000 (3,- 
450,000) ; $19.50 ($19.90) ; $71,662,- 
500 ($68,674,500). 


® Electric clothes dryers—1,085,-| 


jand Mr. Graham recently joined 


500 (697,700); $210.37 ($219.35); 
$228,356,600 ($153,040,500). 

® Frypan-skillets—2,660,000 (1,- 
100,000); $19 ($24.03); $50,540,000 
($26,400,000). | 
® Irons—8,028,000 (6,583,300);) 
$14.26 ($14.44) ; $144,798,800 ($95,-| 
062,300). 


© Shavers—4,750,000 (3,950,000) ; | 


$25.50 ($27.50); $121,125,000| 
($108,625,000). 
® Toasters, automatic—3,035,000 


388,000 ($50,975,000). 


® Water heaters, storage—900,000 
(800,000) ; $119.95 ($126.67) ; $107,- 
955,000 ($101,337,500). 

In some cases, average retail 
prices increased slightly over 1954 
levels, but unit sales nevertheless 
continued to rise. Television sets, 
for example, went up from $230 
to $232, but almost 600,000 more 
units were sold for a total retail 
volume of $1.8 billion during 
the past year as against $1.68 bil- 
lion in 1954. Home freezers rose 
about $5 in average retail sales 
price to $399.95, but achieved a 
unit sale increase of 110,000 to 
score a total sales volume of $439,- 
945,000 as against $391,425,000 
during 1954. 


(2,690,000); $18.25 ($18.95); $55,-) 


s Electrical Merchandising points 
out that the “limiting factor in the 
appliance-radio-tv marketing pic- 
ture is the steady growth of sat- 
uration. The 45,000,000 electric 
customers in the country are buy- 
ing more and more in a replace- 
ment market; 72% of both refrig- 
erator and washer sales in 1955, 


for instance, were replacement 
sales.” 

In_ television, the magazine 
notes, increased consumer and 


trade interest in color sets is being 
aroused as a result of stepped up 
broadcasting of color programs. 
The publication estimates that 
35,000 to 50,000 such sets had been 
sold by the end of 1955, and quotes 
some experts who predict sales of 
250,000 to 500,000 units during 
1956, with a total sale of 3,000,000 
color sets predicted for 1958. 

In b&w tv, with about 36,000,000 
sets currently in use throughout 
the U. S., estimated annual sales 
are fixed at about 8,000,000, 
based on replacement needs and 
the second set market. 

Industry men reporting to Elec- 
trical Merchandising indicate that 
1,300,000 room air conditioner 
units will be sold this year. This 
portion of the electric houseware 
and appliance market is expected 
to jump to about 2,000,000 units 
per year by 1958, as multiple home 
installations become more popular. 


‘Better Living’ Goes to McCall; 
Mass Market Liquidated 

McCall Corp., New York, which 
a year or more ago acquired 96% 
of the outstanding common stock 
of Mass Market Publications, 
which puts out Better Living, has 
now taken over the publication of 
the supermarket magazine and has 
liquidated Mass Market Publica- 
tions. Assets have been distributed 
to McCall Corp. 

McCall will continue publication 
of Better Living as a department 
of its general publishing business. 


Brother Names 3 V.P.s 

D. P. Brother & Co., Detroit, has 
appointed three new v.p.s. They 
are Sheldon Moyer, Walker Gra- 
ham and Val Corradi. Mr. Moyer 


Brother; Mr. Meyer formerly was 
with Kenyon & Eckhardt and 
Grant Advertising, and Mr. Gra- 
ham previously was with McCann- 
Erickson and Geyer & Co. Mr. Cor- 
radi has been with Brother since | 
1947. | 
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“ Rlont everyone heads for the duh bls 
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shores with Stan Schaller of Shepherd and 


Employers Mutuals of Wouscu are “good people te de business with” 


During the past two years many of our 
rues: writers such as Mr. O'Meara have 
found there really is such + 
Waussu permaality. It's a ceria good 
way of doing business— which you ll find 
ip each of quar 90 offers throughou! the 
country. 

Employers Mutuats writes al! Lines of 
fire and casualty insurance (iorluding 


~~ a a 


which we 


STRAIGHT SHOOTER—Walter O’Meara, famed creative adman and 

novelist and weekly contributor to Advertising Age’s Feature Sec- 

tion, is the subject of the current advertising for Employers Mu- 
tuals of Wausau now running in magazines. 


Mr O Meare at Weuswn's Wisconsin River 
SAaller Sporung Goods Store 


aucomobale), and is one of the largest in 
the hekd of workmen's compensation. We 
have two reputation, born in Waaseu, 
hold vo at all costs: Unencelied 
fours on claus and an accident preven- 
hon program Uhat means lower insurance 
costs © our polacyhoiders. For personal 
informauon, phone the office nearest w 
you or write w Wausau, Wisconsin. 
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and good people te wert tor, too 


4t takes outstanding employees to 
2 company “goxd people to de bus 
new with.” We have many such prope 
—but a cur busines grows we werd 
more—capecially in ow sales depary 
ment. Mf you know someone who 


ager, Eauphoyers 
Wonsau, Wisconsm . 
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Benson Denies Food Processing Cost 
Margins, Profits Are Out of Line 


(Continued from Page 1) 

is more than 100%. Since 1940 the 
farm value has increased slightly 
more than the marketing margin.” 

Profits of marketing firms have 
fluctuated widely in recent years, 
the report said. “Larger total prof- 
its in recent years can be explained 
primarily by the increased volume 
of sales handled by these firms.” 

Total expenditures for food 
amounted to $51 billion in 1955, 
the report said, compared with $27 
billion in 1945 and $9 billion in 
1940. The farmer’s share went 
from $5.5 billion in 1940 to $18.5 
billion in 1955, an increase of $13 
billion. In the same period, the 
marketing share went from $9 
billion to $32 billion, an increase 
of $23 billion. 


® According to the Agriculture 
Department, $13 billion of the in- 


: 7 


WILLIAM J. PRINGLE, v.p. and director 
of Foote, Cone & Belding, in charge 
of the agency’s Los Angeles of- 
fice, has been named chairman of 
the plans board of the six western 
offices. The post previously was 
held by Roy Campbell, recently 


crease in marketing cost can be at- 
tributed to higher wages, transpor- 
tation and other costs, and another 
$4 billion to added volume. The 
remaining $6 billion is credited to 
more marketing services, such as 
new processes, packaging, smaller 
unit purchases, pre-cooking prep- 
arations and meals eaten out. 

Production of processed food 
has increased almost 50% since 
1940, the report observed, com- 
pared with an increase of about 
one-third in total food production. 
Meals eaten out now account for 
$1 out of every $4 spent for food. 

Consumers are eating better, as 
well as more. “For the same kinds 
and quantities of food that con- 
sumers bought in 1935-39,” the re- 
port said, they would have spent 
only 17% of their income in 1955, 
compared with 23% in the prewar 
period.” 


George Hollingbery Co. 
Realigns Executive Staff 


George P. Hollingbery Co., Chi- 
cago, radio-tv station represen- 
tative, has realigned its executive 
staff, with Mr. Hollingbery, who 
founded the company in 1936, 
moving up from president to 
chairman of the board. He will 
be succeeded by two presidents: 
Fred F. Hague, formerly radio 
v.p., becomes president of the 
radio division, and Harry Wise, 
previously v.p. in charge of the 
Los Angeles office, becomes pres- 
ident of the television division. 

F. Edward Spencer Jr., exec. 
v.p. of Hollingbery for 19 years, 
was named vice-chairman. George 


Packard, Clipper 
Leave R&R for 
D'Arcy Agency 


(Continued from Page 1) 
Paul Lefton Co. As Agency Chair- 
man Robert M. Ganger put it when 
Coke left D’Arcy, “We hate to lose 
any business... [we have] an out- 
standing reputation for ho!ding top 
accounts...” 


® However, the near-$8,000,000 


| Packard-Clipper appropriation can 
| be expected to go fairly far—about 


half way—in making up for the 
$15,000,000 Coca-Cola loss to Mc- 
Cann-Erickson in October. Coke 
leaves officially on March 31; the 
cars arrive next day. 

Garnering Packard-Clipper was 
a feather for the chapeau of Mr. 


|Ganger, whom D’Arcy people are 


beginning to regard as something 
of a prophet in his own right. They 
point to the new account and to 
Ganger’s October memo to the staff 
on the loss of Coke. The memo said, 
in part: “We predict that in a com- 
paratively short period of time, we 
shall be able to look back upon this 
event as the start of a new growth 
period for D’Arcy.” 


s Working with Mr. Ganger on the 
account will be Frank Weber, v.p., 
who wiil supervise the New York 
end of Packard-Clipper; Tom Car- 
penter, who will head up creative 
and merchandising operations here, 
and Kent Lee, who moves from the 
Cleveland office to take charge of 
merchandising and creative work 
in the new Detroit office D’Arcy is 
opening. 

Advertising for the 56 models of 
Packards and Clippers started in 
November. Each has a separate 
program, aimed at different stratas 
of new-car buyers. Packard ads, 
according to Mr. Nance, are aimed 
at the “luxury class conscious,” 
while Clipper copy is intended to 
mark the car as distinctive in the 
medium price field (AA, Oct. 17, 
55). 


Chevrolet Tops 
Ford ‘55 Output 
by 65,504 Units 


(Continued from Page 1) 


until all registration figures are 
in, probably in February. 

Chevrolet again will advertise 
its leadership and is set to release 
the copy, it was learned. 


® Ford enjoyed its best production 
year in history in 1955, and the 
second best for Ford passenger 
cars. Output of Ford passenger 
cars was second only to the 1953 
volume of 1,817,891. 

In 1954, Ford came within 19,590 
units of Chevrolet in one of the 
most hectic production races ever 
seen by the industry. Chevrolet’s 
expanded production capacity may 
have made the difference in 1955. 
A Ford spokesman commented, 
“Chevrolet's 11 plants could turn 
out more than our six.” 

Both companies ran their assem- 
bly plants overtime most of 1955. 

Chevrolet also bested Ford in 
truck production in 1955. The score 
was 393,325 units against 373,898. 
In 1954, Chevrolet led with 325,499 
trucks to 302,706. 


Lindman, v.p. in charge of the 
San Francisco office, takes over 
the direction of all West Coast 
operations. Roy Edwards, Chicago 


account executive, will move to 


Affiliates With AFA 

The Advertising Specialty Guild 
of America has affiliated with the 
Advertising Federation of America. 
At the same time, ASGA president 


| 


named exec. v.p. in charge of the \1.o5 Angeles as manager of that) Douglas Kennedy has become an 


western division. 


branch office. 


|AFA director. 


ih eI Tse) Mie 6 “Ss age eS 7 ieee <). (area CS ee Se ea ote 
) adie ge" Bt ae 
56 ue 
a a 
he : 
e. ie 
to = gy : te ; 
es ‘ Sa : i: 
n- : re ; 3 
ry wey E! 
at : ~ or 
ut : 
a : 
ne « , . 
’t i ; = paid “i 
ne ' ln : 
in A oi : e <2 . : r 2 
_ 4 P a4 3 a 
( Se bs Saal Sh ‘ 
st hy Rw a ee a — i‘ - 
my - Sake: ; : ‘ “ . memento PS 
id ie a | > ae a 
7 ‘ ee. 4 ra Me: " ," ‘ ¥t 0 ROW Tae Wf the outdoors mnt just 3 
Z ie Z = > tea ; a week-end thing here in Wauseu : 
. ee oes aye Many people commute from ther 
s = = ‘ ee ee 4 i cottages on the near-by lakes every day : 
t ‘ ‘ea a gl u 4<  «m summer Many plants and offices ‘ 
e | : r ag at © oe * (ouch as the Curtis Companies, Inc., , 
h > 4 ’ PS: “e 4 a! 7 which I visited) open early and close 
: J Rig oS ° 
es Ee 
a . oF ei. ———_,, fe. golf courses. : 
OS Si * Don't think that Wausau folke do j 
te Top a tm. nothing but enjoy their natural bless- q 
's eae es Ee e- Weureu works hard, has socom. ae 
a “ Pei. a oe Dos eel Plished much. Yet its people are relaxed! : 
r. a3 F a es and friendly. They've got t 
: po LS ee i aan tetas chene te =i ee ‘ 
iS  § et wt others. 3 
is aes wag Sa It's part of their nature 
eee Wausau personality. [t's what | . 
ee eh eee seer so as 
ness with! 7 
] “4 
: ee 
Borat 
j be intereste wen cpporsaiiion wi r 
Eeptoyers Mutusis nationwide sales or bs 
j | ganizations, have him wrive 1 ws, Hie - 
inquiry will recewe personel atien- - 
| Lory won Wires CE Sustith, Sains Maw 
Employers Mutuals of Wausau Se | 2 
} 7 , Sa ry 
| ee | 
' 4 
” ) . 
] | ? 
_§ ; 
t @ | 
Pp 4 
s | Se 
y | 4 
| 3 
i. 4 4 
, af 
4 
> ' 
’ j . 
. J, 
- . 
1 5 
, j \ 
7 i 
| ae | 
‘ e 
| | Ee ol | 
e a Ce | 
’ ; % 
' - iB 2 
é Fa : ry > 
Pt | 
ee noi 
, ee 
a : 
bt 
| De p coy 
ez 
‘ wy! 
| es 


* WINTER 


CARNIVAL , 


PEAS ON SkiS—PictSweet Foods launches its winter carnival with 
point of sale materials designed to help grocers increase cold weath- 
er business. Included are frozen food department banners, full-color 
die cut price markers and large and small pennants. Newspaper 
mats are also available in connection with PictSweet’s co-op ad al- 
lowances. Brisacher, Wheeler & Staff, San Francisco, is the agency. 


++-are you getting 
your share of the 


“‘Mentions’’? 


How to check the use of your name 
in the newspaper advertising of 
th ufacturer's product 


@ ACB calls them “mentions.” They 
are usually buried deep in the body 
copy or hidden in a 6-point cut cap- 
tion of some advertiser who buys 
from your contract division. Yet they 
are golden advertising nuggets for 
the products they “tie” into. 
Finding these “‘mentions’’ would be 
an impossible job for any manufac- 
turer, They may appear in any ad- 
vertising any day on any page of the 
1,750 daily and Sunday newspapers 
published in 1,393 different cities. 
ACB is keyed to such a degree of ac- 
curacy that its readers pick up better 
than 95 out of every 100 “mentions” 
published. “Competitive” mentions 
to show you exactly how you stand, 
may also be of importance to your 
organization. 

This is but one of many ACB services 
available for business management. 
From such data, comes sounder ad- 
vertising and sales policy. 

Sead for ACB’s C 48 pages. 
Describes each of ACB’s 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
U. S. Census of retail stores. It’s 
free! Ask for it today. 


“ACB SERVICE OFFICES 


79 Madison Ave. + New York 16 
18 S. Michigan Ave. + Chicago 3 
20 South Third St. + Columbus 15 
161 Jefferson Ave. * emphis 3 
51 First St. «+ 


San Francisco 5 


ADVERTISIN 
CHECKING SUREAU 
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GE Reorganizes 


Peoples Gas Advances Young 


Distribution Setup; 
Integrates 3 Units 


SCWCaOnNGOUWAWH — 


National Nielsen Ratings of Top TV Shows | 


f 


Cowan Oo UA WN 


(Continued from Page 3) 
use these and other wholesale | 
channels of distribution will con- 
tinue to employ the same channels 
as before in the marketing of their 
products, the company said. The 
change is expected to simplify GE’s | 
organizational structure. 


® Meanwhile John C. Sharp, pres- 
ident of Hotpoint, announced in 
Chicago that the formation of Hot- 
point Appliance Sales Co. as a 
distributor organization is a fur- 
ther move in decentralization of 
his company’s operation. 

The move will not affect cur-| 
rent Hotpoint distribution channels | 
of its major appliances through | 
General Electric Supply Co., Gray- | 
bar Electric Co. and independent | 
outlets, Mr. Sharp said. He pointed 
out that Hotpoint Appliance Sales 
Co. has been in operation for the 
past several months in Tennessee 
and Arkansas. 


Anthony B. Young has been ap- 
pointed assistant advertising man- | 


ager of Peoples Gas Light & Coke | *Homes reached by all or any part of the program, except for homes viewing only 
Co., Chicago. Mr. Young, with the | one to five minutes. 

**Homes reached during the average minute of the program. 

tPercented ratings are based on tv homes within reach of station facilities used by 
each program. 


company 15 years, formerly head-| 
ed the creative group in the adver- 
tising department. 


Rank 
1 
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Rank 


CONGO UWA WN 


10 


Two Weeks Ending Dec. 10, 1955 


All tigures copyright by A. C. Nielsen Co. 


Nielsen Total Audience“ 
TOTAL HOMES REACHED 


Homes | 

Program (000) 

$64,000 Questicn (Revlon, CBS) .......c.ccsccssessssssseseenssseneneeneseenteneneenensenees 16,171 | 

Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ........cccceseeeees 15,467 

I Love Lucy (General Foods, Procter & Gamble, CBS) .........--.0-s0 15,399 

Disneyland (American Motors, American Dairy, Derby Foods, ABC) ... 14,695 

Jack Benny Show (Lucky Strike, CBS) ...........cccccseeeseseeseeensensnnenenrenenees 14,359 

Dragnet (Chesterfield, NBC)  ...........cccsscscssessscsseereresssserenssesnsnncsenserenseess 12,749 

You Bet Your Life (DeSoto-Plymouth, NBC) ... 12,615 

December Bride (General Foods, CBS) ........... 12,380 | 

Cavalcade of Sports (Gillette, NBC) ..... . 11,944 

Chevy Ghew (Chevrolet, NBC)  ...........00.ccccccccrccrscccssossssersnessessssesssncsersses 11,910 
PROGRAM POPULARITY? 

Homes 

Program (%) | 


$64,000 Question, (Revlon, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
1 Love Lucy (General Foods, Procter & Gamble, CBS) 
Jack Benny (Lucky Strike, CBS) 


Disneyland (American Motors, American Dairy, Derby Foods, ABC) ........ 

December Bride (General Foods, CBS) ..............ccccccccessesesseeeneeeeeneeneeeeaseeeenes 39.3 
Dragnet (Chesterfield, NBC) 38.9 
You Bet Your Life (DeSoto-Plymouth, NBC) .........c.cccccccssssseseeseseeeesenereneennene 38.6 
Cavalcade of Sports (Gillette, NBC) .............:ccccccccsseessesseeseeneeneenernennnenennnnes 37.8 
The Millionaire (Colgate-Palmolive, CBS) .........-c..cccesseseeseneeeenneennenensennnens 37.8 


Nielsen Average Audience** 
TOTAL HOMES REACHED 


Program 
$64,000 Question (Revion, CBS) 
1 Love Lucy (General Foods, Procter & Gamble, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
Jack Benny (Lucky Strike, CBS) 
Dragnet (Chesterfield, NBC) 
Disneyland (American Motors, American Dairy, Derby Foods, ABC) .... 
You Bet Your Life (DeSoto-Plymouth, NBC) .........cccccscccessesessereeeensneeenenne 
December Bride (General Foods, CBS) 
The Millionaire (Colgate-Palmolive, CBS) .... 
Ford Theater (NBC) 


PROGRAM POPULARITY? 


Program 
NS ia Ota, I ci accvctcsasccncctsseationinsschinctoasensenses : 
1 Love Lucy (General Foods, Procter & Gamble, CBS) 2.0.0.0... 449 
GD SID, SIND cctvnsscorescticciiaicieeetiniersiencernbineninenicinlitanccegtesiios 40.9 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS)  ..........ccccccccsseseeseeeeenees 40.5 
Disneyland (American Motors, American Dairy, Derby Foods, ABC) ........ 36.6 
December Bride (General Foods, CBS) ..........:cc:ccccssssecessesserssenserenereeseenennes 36.6 
EE UTOUCINEEL, WOU) cccccecesesnscsneesndecasunnsbsccees sncnstbsivenensube stunesesseveceeste 36.5 
You Bet Your Life (DeSoto-Plymouth, NBC) ..........c.cccccsccsseesseeeeseeeneeseenerees 35.6 
The Millionaire (Colgate-Palmolive, CBS) .............:cccccscessesenesseseesenseeeenenneeees 35.5 
I've Got A Secret (Winston cigarets, CBS) .........:cccccccscsesscerreneeeneerseteneee 34.8 


GIVES YOU COMPLETE COVERAGE IN 
AKRON’‘S BILLION DOLLAR PLUS MARKET 


Akron’s One Billion Forty Million Dollar Market is served 
by only ONE powerful newspaper — the Akron Beacon 
Journal. You get complete coverage of this fertile market 
at one low cost either Evening or Sunday. R-O-P color 
available in all issues. 


ONE LOW RATE 


Evening or Sunday 


AKRON BEACON JOURNAL | 


STORY, BROOKS & FINLEY, REPRESENTATIVES - JOHN S. KNIGHT, PUBLISHER 


CIRCULATION 
Evening, 155,154 
Sunday, 162,175 


POPULATION 
Metro. Area, 446,100 
Ret. Tr. Area, 578,300 


te Re Sa 


Advertising Age, January 9, 1956 


Gulf Printing to Expand; 
Makes Personnel Changes 

Gulf Printing Co., Houston, plans 
to double its present space with a 
$600,000 addition to be completed 
in 1956, according to Ray L. Dud- 
ley, board chairman. Changes in 
staff were also announced for both 
Gulf Printing and its sister com- 
pany, Gulf Publishing, publisher of 
World Oil, Petroleum Refiner and 
Pipe Line Industry. 

Tom W. Nelson, v.p. of Gulf 
Publishing, will become v.p. and 


| general manager, replacing A. L. 


Burns, who will devote most of his 
time to Gulf Printing. Mr. Burns 
has been president of Gulf Print- 
ing since 1953 when the company 
was formed from the old Gulf 
Publishing Co. William G. Dudley 
will succeed Mr. Nelson as v.p. 
Robert M. deSombre, circulation 
manager of Gulf Publishing for 
the past five years, will become 
v.p. and assistant general man- 
ager. 


The “local-ness” 


of daily newspapers gives 
ACB two important jobs to do 


ACB supplies proofs-of-insertion for 

more than 1600 publishers... and 

14 Newspaper Research Services to 
over 1,100 merchandisers. 


There are 1,393 cities in the United 
States in which daily newspapers 
are published. 

Each of these cities and its trad- 
ing zone comprises a local and inde- 
pendent market in which consum- 
ers are dominated by newspaper 
advertising. Daily newspapers pub- 
lish more advertising than all other 
media combined! 

The “‘local-ness’’ of each of these 
markets is the gon reason for the 
effectiveness of newspaper adver- 
tising. It permits advertising to be 
localized to fit the mutual needs of 
the national manufacturer and his 
local merchant. It lets advertisers 
aim their sights at a single com- 
munity rather than at a national 
statistical average. 

A “Clearing House” for Advertisers 
It is also the “‘local-ness’’ of these 
markets that in 1917 called for the 
existence of Advertising Checking 
Bureau. Newspaper publishers in 
practically all of 1,393 cities wanted 
advertisers and their agenciesserved 
more promptly and efficiently with 
proof-of-insertion copies from a cen- 
trally located clearing house. ACB 
took the job and handled it with an 
extremely high degree of accuracy. 
‘Once again the “‘local-ness’’ of 
newspaper advertising gave ACB 
an important job—this time from 
the advertisers themselves. These 
advertisers wanted to know “‘who” 
advertised “‘what” in these 1,393 
local and widely separated markets. 

Thus began the ACB Newspaper 
Research Services described at 
length in the column on the oppo- 
site column. 

ACB furnishes a complete, a 


See opposite column for listing 
of ACB Service Offices 


ie es “ae 
ADVERTISING - 


CHECKING BUREAU 


: ' 
a | 


utate & dependadie 


pale LP ee ee 
SN ai <2 a 
ein 5 Slllllllllibtiaies aia. 


os aA 7 
ae 4 
Re eg “; - 
pws 
i, hy * i - _— / 4 
fa 82 
Brcabe i ‘ 
Bede. 
Bee ee a i o., | ee | 
re me ~~ | aoe \ 2 v Ss 
ere - 4 vY , 
ee Co Re. = 
BARE ec Re 3 
ores 3 Ee i? - i. > | 
es pe eh 
ies ’ i = 

ok sae ; * - 
teases 1-4 Ld | _ 
bea 7 Ai Be 
iy he abe = P—- —e, - 
eee 
“pe a Qe poo, Mp peer Ee ee ‘ ; | | 
on $3 ge sl { pW me. v \ By ree mn s , i | ' 
Lae : r ; 
eI ; ie ay i F | 
Tee x ; D 
este >) as ~s bad 
Rae ss 
ae | 

a 
eo ‘ye | 
be SRA 
ia — 
DP | ecccesececees eceee 45.6 
Se 
tee ; 
eae 
Aoi 
hae 1 
Gyr | 
hc ae 
2 ie I 
See 
eis: 
ee 2. Homes 
Nae os : ~ ‘ | (000) ae 
he “liste OO 
ee Om with Gp, 14,628 Sa . } 
aS MIPPER FASTENERS » | 12,883 ee Lf 
ae iL 12,883 “a 
Ooo Ore } ? ‘ 
Ear : , 11,944) Q E 
eo: : 11,843) ; A VA 
ak : . 11,608 | i ot > 
aes ‘ , ‘ 11,508) i} 
ae : ? | ie | i 
it - P Camu A 1 0 fe 
Nts \ DALE es Gee 
ae woot"| 4 ee 
* fanric is at B01 wn 2 Homes Cn Oe ' 
ie See 7, 7 A Vg ) 
Dic. : tom f | 
mS he a / | | 
“fc ee : Ps ae we 
ws bye OF mag 
eee ‘N > | —— 5 
are > os 
2A ‘e : 0 m v06 
ee Mt POGUE'S new color combinations 
cee 
rash Be ¥, 
Og a | : | 
ee es j 
Tf a 

Sey 
Pies Z 
ed, er | 

Ch ae 
; ns aan 
ike 4... 
eee ) SAKRON ng 
ee : . | ARON BEACON joj 

haat fi a i ~ = u 0 p 
te a ae ae s2s)e0 — a : 
Wie tes i : ; —s Soe 
aE Tes. . 2 F a | 
Sy eae ; 5 — i : 
Page ict ’ oa 
i ; xa ’ ee ‘al | 
past | My pees | | 
a ie a) Ss .) os | ) 
Slee “a ie “ 
eG ie é ; Tyee $ ; ‘ ’ 
a i F oh 
ea et ; , 
a Se a. 
vie 
a iat | 
ke @ 
ik 
SNe | 
Bea tt: 
Nicene 
art 
:. ip bie | 

alt 
oy, s 
eae ar | 
ofc ee 
geyrt | 
ae: | 
bh hes 
Ng ee | 
can 
xe 
ae: Pe 
a | ee | 
elie 
mest 
oe 4 
hed 
ae Lh: 
ee 
ae a 
a te 
ie ‘ “ 
Wa ii, ‘ “Y ~ d a oy , ; ey, ee nee at 
cu ah Laat a. en ee aan I ee i, an —— 


Advertising Age, January 9, 1956 


Videodex Network TV Ratings 


Week of Dec. 1-7, 1955 


Copyright by Videodex Inc. 
Rating 


California Supreme 
Court Upholds Fair 
Trade in 3 Rulings 


(Continued from Page 3) 
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\vill suit against Pay Less Drug of the fair trade !aws and that all 
Stores. The court recognized that federal courts have upheld them. 


irecent decisions in Nebraska, 

|Georgia and Arkansas have voided . 

fair trade laws in those states, but STIVERS STOCK ART 
it cited even more recent decisions | yw Giant Art Handbook 3000 pro- 

in Pennsylvania and Wisconsin | fessional Idea & Copy starting draw , 


Program 


(%)|/are arbitrary and unreasonable and by the U.S. Supreme Court} ings & cartoons. Serving rec. ( 
1 $64,000 Question (Revion, 157 Cities, GBS) ............ “es 


37.8 would completely emasculate the which have upheld the laws. Agencies, Natl. Advtsrs. ex- 


2 | Love Lucy (Procter & Gamble, General Foods, 149 Cities, CBS) ............ 35.0 | fair trade act,” the court said. The court noted also that a “ra- clusively. Users say “ TOPS’ 
3 Climax (Chrysler, 131 Cities, CBS) ........ ERIE. 28. = SS SR: 33.3 | ther overwhelming majority” of LOW FEES— FREE BROCHURE 
4 Dragnet (Chesterfield, 155 Cities, NBC) 32.3\8 In GE's case against Federal tate courts have ruled in favor | Stet Stdio67 Moin-Son Francisco 5 
5 George Gobel (Armour, Pet Milk, 149 Cities, NBC) ‘ 31.2| Employees Distributing Co., a Los 
r) Disneyland (American Motors, American Dairy, Derby Foods, 175 Cities, Angeles discount house, the court 
GEE  ciddionndensevcesnemtetnieunnsciiaciscecstamapiligstugaitaadiall adelante eee 31.0 ruled that traditional exceptions 
7 Ed Sullivan Show (Lincoln-Mercury Dealers, 147 Cities, CBS) ...........000+ 30.9 provided for in a GE fair trade 
8 You Bet Your Life (DeSoto-Plymouth, 154 Cities, NBC) ..........ccscceseeseeees 30.6 contract are valid and do not vio- 
9 Four Star Playhouse (Singer Sewing Machine, Bristol-Myers, 110 Cities, |late GE’s fair trade contracts. The 
UIE - sathenetciensaitdaastinenniastidnnsedhstepahainghiunaseloclacheddpahesaaicoveiiiesncetagnaagipiiviigaitiea 30.2 exceptions make possible employe 


10 Chevy Show (Chevrolet, 144 Cities, NBC) .........c:ccccscccsseesessesseenseeserenersneenees 30.0 | discounts and discounts to govern- 
|ment agencies or institutional es- 
Homes | tablishments buying for their own 
(000) use and not for resale. This ruling 
reversed a lower court decision. 
A 1936 decision upholding the 
constitutionality of the state fair 
trade act was reaffirmed by the 
high court in its ruling on the Sco- 


Program 

$64,000 Question (Revlon, 157 Cities, CBS) .......ccccccccccccocecsceeseeeseereeeeeeens 
| Love Lucy (Procter & Gamble, General Foods, 149 Cities, CBS) ......... 
Disneyland (American Motors, American Dairy, Derby Foods, 175 Cities, 

ABC) 
irre Sara, Be Cain. CD wecciasiccnrccencesesescennesinnse scien 
Dragnet (Chesterfield, 155 Cities, NBC) = 
Ed Sullivan Show (Lincoln-Mercury Dealers, 147 Cities, CBS) ................ 
You Bet Your Life (DeSoto-Plymouth, 154 Cities, NBC) 
George Gobel (Armour, Pet Milk, 149 Cities, NBC) ...........c.cccccccccsecceeeeeees 
December Bride (General Foods, 169 Cities, CBS) ..........cc.cccccccccesceeeeee 
Chevy Show (Chevrolet, 144 Cities, NBC) ..........cccccccccccceseeseeseeseeneeneenneneenee 


A Complete 


DISPLAY MOVING Cycle 


Ask your NORTH AMERICAN agent about 
“DEPARTMENTALIZED" Display Service 


rE, 


SEE how ADmatic 


can tell your story * Experienced Supervision 


* Door-to-Door Service 


CoVON OWA 


with color slides 


* Minimum Crating 
* Releases your personnel for 
sales work 
Get this FREE Display Brochure! Write: 
DISPLAY AND EXHIBIT DEPT. 
_— =) North American Van Lines, Inc. 
> - DEPT. AA-1A6 * FORT WAYNE 1, IND. 


Peach Board, Dairy Assn. | urday Evening Post, March 17, and 
Slate 3-Way Salad Sale \in March issues of American Home, 
The Cling Peach Advisory | Ladies’ Home Journal and Wom- 
Board, San Francisco, on Feb. 20 2"’S Home Companion. Ads also 
will launch its 3-way Leap Year will appear in Parade and This 
Salad Sale, a 6-week event to be| Week Magazine in 106 newspapers 
co-sponsored by the board and during the first three weeks of 
the American Dairy Assn. Blan- | March. 
keting the entire sales period from 


Shows 
* Store Windows 
© Sales Meetings 


Attract more 
prospects, boost 
sales. Admatic 
shows a new slide 
every 6 seconds 


Feb. 20 to April 1, the campaign Axton Joins Morgan as A. E. sees 
will run in three major media. Tracy Axton Jr., formerly with |} Sonnuous 
Television will be used with| Young & Rubicam and The Satur-|| sin pic BRIGHT ame On ouY 
“Disneyland” over 139 ABC-TV|day Evening Post, has joined the || pictures —day or your nex? trode 
stations on Feb. 22, 29 and March| San Francisco office of Raymond || "6" chow. Send fee 

er 


7 and the “Lone Ranger” over 74| R. Morgan Co. as an account ex- 
ABC-TV stations on Feb. 16,| ecutive. Mr. Axton will assist | 
March 8 and 22. Color pages will | in servicing Folger’s coffee and | 


appear in Life, Feb. 29, The Sat-' Planters peanuts accounts. 


Ww 


THE HARWALD COMPANY, INC. 
1216 Chicago Ave + Evanston, Ill. 
DAvis 8-7070 


HI-FI ond 


We use HI-FI techniques, knowing 
there can be no substitute for fidelity 
when making reproductions. 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 
for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
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JOHN BURGOYNE 


There are few things we enjoy 
more than a crackling wood on 
an evening when the weather is crisp. 
But last night we got an extra bonus 
of excitement. Seems our woodpile 
was invaded during the summer by 
all manner of small miscellaneous 
bugs, which took up residence inside 
the timber; only to swarm all over 
the living room. Luckily we had a 
bug-bomb left over from a last sum- 
mer’s survey. So we did some prompt 
field research. Worked fine, too. 

* 


* * 


Now that the local elections have 
been over for a couple of months, 
we can already detect a slight tarnish 
on these beautifully-glittering cam- 
paign promises of early November. 


* * 


Any item that makes life easier for 
housewives on washday is almost 
certain to be successful if it is priced 
right, distributed widely and brought 
to the attention of the potential user 
in workmanlike fashion. Liquid 
starch saves time because it is easier 
to dissolve, and saves starch because 
there’s no wasted residue in the pan 
when the job’s finished. A maker of 
this estimable product, seeking in- 
formation as to how he stood in the 
market, enlisted Burgoyne to make 
a starch survey (lower-case “s”, if 
you please) in Springfield, Rockford, 
South Bend, Dayton and Columbus. 
Burgoyne’s Busy Boys gathered all 
the facts about store inventories and 
sales of this and competing products, 
checked the merchandising activities 
of the field, turned in a complete re- 
port of great value to the starch 
business. 


wn 


* * * 


In all the world, there is no sight 
more pleasing to a pastry-lover, than 
a cake topped with large quantities 
of luscious, snow-white coconut. 
Your true coconut-lover feels that 
if one box per cake is good, two 
boxes are twice as good. 


Discount Houses and Chain Stores 


Hold Spotlight at 


(Continued from Page 1) 
show that loss-leader sales turned 


out to be sales at reasonable profits | 


by large outlets, because of special 
prices granted to them by manu- 
facturers “who were thus under- 
cutting their own small retail out- 
lets.” 


s Philip Salisbury, editor of Sales 
Management, told the meeting that 
on balance discount houses have 
been a boon rather than a bogey in 
the U.S. He pointed out that tradi- 
tional markups have been based on 
“service,” but that the consumer is 
obviously less interested in service. 

“We find consumers willing to 
buy their service a la carte,” he 
explained. 

“If they need credit they can get 
it from a finance house or a bank; 
if they need pickup or delivery 
service ‘they use their own station 
wagon. ..more and more they seem 
inclined to buy the product itself 
and worry later—if necessary— 
about service.” 

Discounters are taking on some 
traditional merchant aspects, Mr. 
Salisbury said, just as some tradi- 
tional merchants are moving into 
discount techniques, with less em- 
phasis on service and more on 
price. 

“Discount houses have proved 
that markups need not be as high 
as most retailers have demanded, 
provided turnover is speeded up,” 
he said. “The success of discounters 
has spawned imitators, and with 
more competition they are being 
forced to greatly increase their 
overhead.” 


® C. J. Lewis, president of New 
Era Appliances, Toronto, disclaim- 
ed any expertness in the discount 
field. He began in a 15x60’ store in 
1946, now has a 10,000-square-foot 
store and is regarded as one of 
Canada’s most aggressive appliance 
merchandisers. He delivered a 
straightforward piece of advice. 
Here are some samples: 

“Poor service, combined with 
poor public relations, will lose you 
customers faster than you can win 
them with the most powerful ad- 
vertising in the world.” 

“The key to our success formula 
has been advertising. . .if advertis- 
ing is worth doing, it is worth do- 
ing all the time. No matter how 
successful you become, never be- 
come an advertising atheist or non- 
believer. I know that I could not 
have built my business alone—I 
needed the power of advertising 
behind me. It is necessary in your 
advertising to say the right thing 
—at the right time—in the right 
place—and keep saying it on a con- 
sistent basis. There are no short 
cuts to successful advertising. ..a 
full-page advertisement in all the 
papers is not worth a cent if you 


Seeking to spread this idea a little 
farther, a shredder of coconut de- 
veloped a new variety of flaked coco- 
nut, and employed Burgoyne to run | 
test panels in Harrisburg, Roanoke 
and Charlotte, to deterrnine how the | 
eat-more-coconut idea would fare. | 
It fared well indeed, with the home- 
makers developing a marked yen for | 
this lighter, flakier coconut, and de- 
lighted to use more and more. Same 
is now being promoted merrily from 
coast to coast, with great benefit to | 
one and all. As this astute coconut- 
flaker points out, there’s one way to 
be sure—ask Burgoyne. He has all 
the answers. Get off a letter today, 
or use the Bell System. 


wn ay back up every word in that 
a ee 

“I like to refer to advertisements 
as ‘accidents’. People don’t buy 
any of the daily newspapers here, 
turn on their radios or watch tv to 
see who is advertising. . .but if you 
are not advertising the accidents 
never happen; the consumer is 
never exposed to your message... 
the most essential ingredient to 
good advertising is consistency. 
Unless you are a consistent adver- 
Ey you are not an advertiser at 
a ag 


® New Era Appliances uses mon- 
ey-back guarantees in its advertis- 
ing, and if a customer complains 
“the first thing we do is to hand 
him back his money.” This reas- 
sures the customer, Mr. Lewis said, 


and makes discussion of the prob- | 


lem much easier. 
“In 99% of the cases there is 
very little wrong in the first place, 


Toronto Seminar 


|and we have rar: ly lost a sale due} 
to this policy.” 

New Era handles only national- 
ly-advertised products, and Mr. 
Lewis thinks the appliance busi- 
ness is a long way from saturation. 
In Ontario, he reported, there are 
1,311,000 homes, 97% electrified, 
75% with refrigerators, only 4% | 
with freezers, and “the automatic 
washer and dryer market hasn't 
been touched yet.” 

Some 85% have washing ma- 
chines and 63% have vacuum 
cleaners, but there are still 500,000 
homes without tv. Add the replace- 
ment market, Mr. Lewis said, and 
there are “millions of potential 
customers still to be sold.” 


s Alex M. Lewyt, president of 
Lewyt Corp., told the group 
Canada should see a record vac- 
uum cleaner sales year in 1956, 
basing his prediction on these five 
factors: (1) Record building—113,- 
500 dwelling unit starts in 1954 and 
more in 1955; (2) a big replace- 
ment market, with the 135,000 
couples married in Canada in 1946 
as a sample target; (3) new mar- 
riages—more than 100,000 each 
year since 1945; (4) income and 
labor, with rising pay levels and 
more than 5,500,000 employed; (5) 
growing electrification of farms. 

He emphasized that Lewyt has 
been in the manufacturing business 
a long time—67 years—but that its 
vacuum cleaner operation dates 
from about 1948. Recently the com- 
pany bought a $2,000,000 plant in 
New York, and, he said, it hopes to 
expand its operations in Canada— 
including a manufacturing plant he 
described as “two or three years 
away.” 

Mr. Lewyt laid heavy emphasis 
on in-store merchandising, describ- 
ing in detail the operation of the 
Market Place—the company’s 
name for a self-contained vacuum 
cleaner department. In this setup 
the cleaner is hooked up and ready 
to run, with lighting, carpeting, at- 
tachments and synthetic dirt and 
lint on hand for use in demonstra- 
tion. Of 10,000 Lewyt dealers, 7,- 
000 have the Market Place. 

“We don’t give them away,” Mr. 
Lewyt said proudly. The dealer 
pays $47.50 for each one after the 
company has showed him the Mar- 
ket Place will produce more vol- 
ume pér square foot of space than 
90% of the other appliances he 
handles. 


® Robert E. Kahl, merchandising 
manager, Borden Co., New York, 
discussed the “marketing triangle” 
—the concept of a product and 
what it is, what it seems to be to 
the user, and finally what it seems 
to be to the buyer (who may not be 
the user at all). 

He illustrated this concept with 
milk—used by children but bought 
by mothers, who want to keep their 
milk bills down while urging their 
children to drink more. While 


mothers tell children to drink milk | 
because it is good for them, 50% | 
of the women do not drink milk 
themselves. Dairies have a poten-| 
tially big market there, Mr. Kahl | 
thinks—a product having only the 
qualities needed by the women 
could be developed and sold to 
them. 

Similarly, Borden found that 
children like chocolate milk and| 
will drink all they can get, but} 
here the mother is the obstacle. | 
| Motivation research showed moth- 
ers don’t object to chocolate! 
| drinks except if they interfere with 
ithe child’s appetite for meals and 
|regular milk. 


| 


s There was no “fear of choco- 
late’—just a feeling that dairy 
‘chocolate milk was too thick and 
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|mess. When it had less facing, it 


JOSEPH F. BECK, v.p. and treasurer 
of Scheideler & Beck (formerly 
Scheideler, Beck & Werner), has 
been named exec v.p. of the agen- 
cy. He succeeds Paul Werner, who 
recently resigned. 


that it lacked the nutritive value 
of a drink prepared at home with 
regular milk and syrup or cocoa. 
Dairies had felt it necessary to 
have a thick drink; they thought 
the children wanted it and so 
loaded the drink with a stabilizer. 

Tests proved a less viscous drink 
did well with the children and 
mothers, and Borden has done par- 
ticularly well in areas where milk 
prices allow the company to use 
chocolate whole milk instead of 
skimmed milk. 


s Mr. Kahl also traced the devel- 
opment of packaged ice cream, a 
development which put ice cream 
into food stores, “now the No. 1 
ice cream outlet.” The transition 
meant reliance on self-service sell- 
ing, he said, which “acts just like 
a wall between the consumer and 
the manufacturers’ salesmen. There 
is very little opportunity to get 
consumer information back to the 
manufacturer through the distribu- 
tion channel.” 

Selling through self-service, he 
said, calls for pre-selling and sell- 
ing at the point of purchase. Pre- 
selling means advertising. At the 
point of purchase he thinks five 
things are important: (1) A well- 
known brand name, (2) distribu- 
tion, (3) a good package, (4) pric- 
ing and (5) store display practices. 


s Arthur C. Nielsen Jr., exec v.p. 
of A. C. Nielsen Co., sketched ma- 
jor trends in food product retail- 
ing in a long, fact-packed, 32- 
chart presentation. 

Some of its highlights: 

1. In the U. S. the average cor- 
porate chain store boosted sales 
to $669,251 per store in 1955; inde- 
pendents moved up to $728,215 per 
store. 

2. Consumer offers are important 
and growing. The number of con- 
sumer offers has increased 92% 
since 1953. For some commodities, 
consumer offers account for 21.1% 
of the market in 1955, compared 
with 12.2% in 1953. 


s 3. The rise of television: For 20 
grocery manufacturers, for in- 
stance, network tv assumed first 
place, with 36.3% of total measur- 
able media advertising in the six 
years from 1948 to 1954. This 
group of advertisers boosted total 
expenditures 65% during the 
period. 

But while the dollars increased 
in print media, the percentages 
spent show the big swing to tv. 

4. Inadequate distribution is still 
a major problem. In a Nielsen 
study, it was discovered that of 269 
major advertised brands, only 55 
(20%) had distribution in grocery 
stores accounting for 90% or more 
of grocery store volume. Only half 
had 80% distribution or better, 
and almost 20% of the brands had 
less than 50%. 

5. Shelf facing is extremely im- 
portant. In one_ study, where 


Brand A had more shelf facing) 


than Brand B, it had 53.9% of the 
business. When it had the same 
facing, it had 45.5% of the busi- 


had 30.2% of the two-brand total. 

6. Major advertised brands ac- 
counted for 74.5% of the business 
in 41 commodity groups surveyed 
by Nielsen in 1951. This proportion 
grew to 75.1% in 1953 and to 75.9% 
for the period ended Aug. 1, ’55. 
Further, major advertised brands 
account for more than 90% of the 


jmarket in ten of the commodity 
|groups covered, and more than 


50% in almost 75% of the 41 prod- 
uct classifications. 


® Dr. Charles F. Phillips, presi- 
dent of Bates College, Lewiston, 
Me., told the seminar that the mar- 
keting revolution is marked by the 
fact that one out of every four peo- 
ple employed in the U.S. performs 
marketing functions. He noted four 
symbols of the changed regard 
for marketing: (1) increased rec- 
ognition of the consumer point of 
view; (2) more emphasis on mar- 
keting research; (3) recognition 
that merchandising or product 
planning and development is an es- 
sential part of marketing, and (4) 
greater reliance on advertising as 
a selling tool. 

In fact, Dr. Phillips warned 
of over-reliance on advertising. 
“Some users expect far too much 
from it,” he said. 

He thinks he sees some signifi- 
cant failures to keep pace with the 
marketing revolution in business: 
Many companies were caught with- 
out adequately trained personnel, 
and many companies were not only 
short of personnel, but they also 
had no adequate marketing organ- 
ization. 

He urged marketing people to 
recall that other functions of a 
company are important also, and 
asked them to bear in mind the im- 
portant part they have to play in 
the maintenance of a free private 
economy. 


Paramount Sells Shorts to 
UM&EM to Get in TV Act 

Paramount Pictures has _ sold 
1,600 short subjects to UM&M 
Corp. in a $3,000,000 deal. UM&M 
is comprised of three film syndi- 
cates—United Film Service, Kan- 
sas City; Minot TV, New York, and 
Motion Picture Advertising Serv- 
ice, New Orleans. Included in 
the group of shorts are the “Little 
Lulu” features. Earlier, RKO Ra- 
dio Pictures released to tv its en- 
tire library—excluding films that 
haven’t had a three-year theater 
exhibition period. And David O. 
Selznick released 10 of his feature 
films for television. 


GE Names Coward to Ad Post 

General Electric Co. has ap- 
pointed Charles J. Coward senior 
consultant on advertising and sales 
promotion in its marketing serv- 
ices division, New York. Mr. Cow- 
ard, who joined GE in 1954 as 
a consultant to the consumer goods 
distribution study, will be respon- 
sible for the company’s advertis- 
ing and sales promotion service, 
which provides counsel to the com- 
pany’s 110 operating departments. 
Before joining GE, Mr. Coward 
held advertising and merchandis- 
ing posts at Nash-Kelvinator Corp. 
for 14 years. 


Parker-Kalon Names Agency 
General American Transporta- 
tion Corp. has named Weiss & 
Geller, Chicago, to handle adver- 
tising for its Parker-Kalon di- 
vision, New York, effective Feb. 
1. The division makes nuts, screws 
and nails. Weiss & Geller already 
has the parent company account. 
Present agency for Parker-Kalon 
is Horton-Noyes Co., Providence. 


BBDO Transfers Ellis 

Kenneth Ellis, with Batten, 
Barton, Durstine & Osborn 24 
years and a v.p. of the agency, has 


been named account group super- 
visor for the Rexall proprietaries 
division of Rexall Drug Co., mov- 
ing from the agency’s Chicago to 
its Los Angeles office. 
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ABP Meets Soon to 
Weigh Ouster of 

’ a = 
American Aviation’ 

New York, Jan. 6—Directors of 
Associated Business Publications 
took no action yesterday on the 
right of a non-ABC publisher to 
retain membership in ABP. Under 
ABP’s constitution, expulsion of a 
member may be effected only by 
a two-thirds vote of the board at 
a meeting called specifically for 
that purpose. 

William K. Beard Jr., ABP’s 
president, said that a special board 
meeting to decide whether Amer- 
ican Aviation, which resigned from 
Audit Bureau of Circulations in 
November, may retain its mem- 
bership in ABP “will probably be 
held within a month, unless Amer- 
ican Aviation takes some action to 
make such a meeting unnecessary.” 

The regular quarterly ABP 
board meeting yesterday was at- 
tended by Leonard Eiserer, v.p. 
and general manager of American 
Aviation, who, at the board’s invi- 
tation, explained his company’s 
position. As previously explained 
(AA, Nov. 14, 21) the publication 
contends that since its membership 
qualification in ABP has not been 
questioned, with its 73% paid cir- 
culation, it should remain a mem- 
ber in good standing so long as it 
maintains this level of paid cir- 
culation, whether or not it is an 
ABC member. 


@ Mr. Beard contends that when 
American Aviation resigned from 
ABC it became “automatically in- 
eligible for membership in ABP.” 

Today Mr. Beard said that ABP 
is not looking for ways to throw 
people out of the organization, 
but, he said, “either ABP will have 
to change its historical position or 
American Aviation will have to 
find some other way of operating 
within the ABP constitution.” 

Mr. Ejiserer declined to com- 
ment on the meeting. 


Can Manufacturers 
Face Anti-Trust Suit 


PHILADELPHIA, Jan. 6—An anti- 
trust suit, involving $30,000,000 in 
damages, has been filed in the 
U. S. district court here by nine 
users of cans against American 
Can Co., Continental Can Co., both 
New York; Crown Cork & Seal Co., 
Baltimore, and National Can Co., 
Chicago. Plaintiffs allege these four 
companies have been in conspiracy 
since 1946 to monopolize the pro- 
duction and distribution of cans 
and other containers, to fix prices 
and to allocate customers and di- 
vide markets. 

Plaintiffs are Quaker City Pack- 
ing Co., Allen Products Co. and 
Neuweiler Brewing Co., all of Al- 
lentown, Pa.; Deep River Packing 
Co., Dublin, Pa.; Conte & Sons 
Packing Co., Palm, Pa.; Foster 
Canning Co., Farmingdale, N. J.; 
Doyle Packing Co., Long Branch, 
N. J.; National Yeast Corp., Belle- 
ville, N. J.; Malt Diastase Co., 
Brooklyn, and the Canners Pric- 
ing Protective Assn., Allentown, 
Pa. 

Meanwhile, in New York, a fed- 
eral grand jury has opened an 
investigation into possible viola- 
tions of anti-trust laws by the 
corrugated paper box industry. 


Canadian Assn. Works to 
Limit Lamp Importations 

Members of the Canadian Lamp 
& Fixture Manufacturers Assn., 
Toronto, have asked the federal 
government to block entry into 
Canada of sub-standard lighting 
appliances. The association claims 
most of the $10,000,000 worth of 
lighting fixtures imported into the 
country last year were of inferior 
quality. The group reports elec- 
trical fires have cost Canada $55,- 
000,000 since 1950. 


Last Minute News Flashes 


Needham, Louis Adds Worthington, ‘Companion’ 


New York, Jan. 6—Needham, Louis & Brorby has acquired two new 
accounts, Effective March 15, the agency will take over advertising 
for Worthington Corp., Harrison, N. J., maker of air conditioning, con- 
struction and power plant equipment, engines, heaters and other ma- 
chinery. James Thomas Chirurg Co. currently handles Worthington. 
Crowell-Collier Publishing Co. also has named NL&B to handle Wo- 


man’s Home Companion. McCann-Erickson resigned the account early | 


last month. 


Blanchard Heads ‘Aviation Week’ Space Sales 


New York, Jan. 6—Edward P. Blanchard Jr.. New England dis- 
trict manager for Aviation Week, has been appointed advertising sales 
manager. Before joining McGraw-Hill in 1951, Mr. Blanchard was 
an advertising salesman for the New York Daily News. 


Rums of Puerto Rico Double Ad Investment 


New York, Jan. 6—Rums of Puerto Rico has upped its newspaper ad 
budget for the first six months from $204,000 to $400,000. The new 
schedule includes 40 newspapers in 25 markets supplemented by trans- 
portation advertising in Boston, New York, Philadelphia and Minne- 
apolis-St. Paul, and painted bulletins in Jacksonville, Tampa, San 
Francisco and Los Angeles. In addition, $100,000 will be spent in pro- 
motion and point of sale materials. Ogilvy, Benson & Mather is the 
agency. 


Tutching Joins McCann-Erickson as V.P. 


New York, Jan. 6— Vincent Tutching, formerly president of Foote, 
Cone & Belding International, has joined McCann-Erickson Corp. 
(International) as v.p. and account supervisor. Mr. Tutching joined 
FC&B in 1949, when he opened its first Canadian office in Montreal. 
Alberto Ortega, manager of FC&B’s Mexico office, is being moved up 
to New York to replace Mr. Tutching. 


Winsor Reportedly Will Leave B-B-T 


New York, Jan. 6—Roy Winsor, v.p. in charge of radio and tv at 
Biow-Beirn-Toigo, reportedly will resign his position about March 1 
to go into business as a producer. He will probably handle several tv 
shows for Whitehall Pharmacal Co. At Biow, Mr. Winsor may be suc- 
ceeded by John Mosman. 


Cole Leaves Olin-Mathieson for K&E 


New York, Jan. 6—Robert Cole is resigning as advertising director 
of Olin-Mathieson Chemical Corp. to join Kenyon & Eckhardt Jan. 
16 in an executive capacity. Olin-Mathieson has not yet decided on 
Mr. Cole’s successor. 


Elsis Heads N.Y. Subways Ad Sales Promotion 


New York, Jan. 6—Mark J. Elsis, formerly a member of the sales 
promotion staff of Dell Publishing Co., has been named sales promo- 
tion manager of New York Subways Advertising Co. He succeeds 
Allan B. Chalfant, who resigned to become managing director of Na- 
tional Assn. of Transportation Advertising. Mr. Elsis started his career 
as a salesman for the Brooklyn Eagle in 1948. Later he was media 
buyer for Huber, Hoge & Sons and advertising and sales promotion 
manager of Park Research before joining Dell last year. 


BBDO to Get More Revlon: Other Late News 


e Revlon Products Corp., New York, is reportedly going to name 
Batten, Barton, Durstine & Osborn shortly to handle more of its line. 
BBDO already has Touch & Glo and Satin-Set. Norman, Craig & Kum- 
mel; C. J. LaRoche & Co.; Ehrlich, Neuwirth & Sobo and Emil Mogul 
Co. are the other Revlon agencies. 


e Pat Freeman, formerly director of sales for the Canadian Assn. of 
Radio & Television Broadcasters, has been appointed managing direc- 
tor of the Canadian Assn. of Advertising Agencies. 


e Both Sears, Roebuck & Co. and Montgomery Ward & Co. showed 
substantial gains in the 11 months ending December (both companies 
have a fiscal year ending in January). Sears reported sales of $3,223,- 
266,123 for the first 11 months of ’55, compared with $2,887,415,296 
last year, a gain of 11.6%. Ward’s 11-month sales in ’55 were $999,- 
643,943, compared with $907,954,132 in ’54, an increase of 10.1%. 


e@ Magazine advertising hit an alltime high of $653,400,000 in 1955, ac- 
cording to the Magazine Advertising Bureau, New York. This is a 
gain of $56,300,000 over 1954. ; 


e Richard E. Forbes has resigned as acting manager, advertising and 
promotion services, General Electric Co., New York. He will join the 
central sales staff of Chrysler Corp., Detroit, in an advertising ca- 
pacity. 


e Oxydol, which has not had a nighttime network tv spot for some 
time, will be the featured product on “The Medic” (NBC) when Proc- 
ter & Gamble takes over alternate-week sponsorship of the program 
Jan. 16. Dancer-Fitzgerald-Sample is the agency. 


e@ Ovesey & Straus, New York, has been appointed to handle adver- 
tising for two new accounts: Gund Mfg. Co., New York, manufacturer 
of stuffed animals, soft dolls and Walt Disney character toys, and Rub- 
ber Corp. of America, Hicksville, N. Y., maker of plasticizers and rub- 
ber materials. Cayton Inc. formerly handled the Gund account, and 
Hicks & Greist is the previous agency for Rubber Corp. 


e Frank Kemp, v.p. of Compton Advertising, New York, has been 
named media director, succeeding Guy Richards, who remains as 
media advisor. Mr. Richards has been with Compton 21 years. Mr. 
Kemp was assistant media director for nine years. 


e National Broadcasting Co., New York, has reported a gain of 22.5% 
in over-all income for 1955, as compared with 1954. Gross billings for 
its tv network were up 34.6%. 


Swanson Adds 2 Pies son product since Swanson’s merg- 

Cc. A. Swanson & Sons, Omaha,| er last spring with Campbell Soup 
has added two new pies—peach|Co. This brings the pie line to 
and blueberry—to its line of fro-|four, including the previously 
zen fruit pies, the first new Swan-| packaged apple and cherry. 
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Anacin Account Moves 
from B-B-T to Ted Bates 


(Continued from Page 1) | 
also possible that all the billing) 
which will be taking off from) 
Biow will not necessarily land at | 
Bates. This could explain some of 
the ambiguity of the press release 
announcing the change. 

Besides the switch from Biow to 
Bates, the current agency roster 
for Whitehall, and some of the 


General Teleradio 
Earned $5,000,000 


Before Taxes in ‘55 


New York, Jan. 5—General Tel- 
eradio made approximately $5,- 
000,000 before taxes in 1955. 

This fact about the financial 
status of the broadcasting and tele- 
casting company was revealed at 
a press conference here today by 
Thomas F. O’Neil, president. Mr. 
O’Neil met the press to announce 
the latest in a series of major 
deals he has negotiated since the 
purchase of RKO Radio Pictures 
five months ago. 

Mr. O’Neil, who heads the 
merged company, RKO Teleradio 
Pictures, this week sold two un- 
released RKO color films—‘The 
Conqueror” and “Jet Pilot”—back 
to Howard Hughes. Mr. O’Neil 
bought these John Wayne Techni- 
color movies, along with the rest 
of RKO’s assets, from Mr. Hughes 
for $25,000,000 in July. Mr. Hughes 
paid $8,000,000 in cash, plus an ad- 
ditional $4,000,000 to come out of 
his share of the proceeds from the 
distribution of the films. RKO will 
handle their worldwide distribu- 
tion. 


s This $8,000,000, plus the $12,- 
200,000 C&C Television Corp. paid 
for U.S. tv rights and worldwide 
theatrical rights to the RKO back- 
log, has enabled Mr. O’Neil to pay 
back part of the money he bor- 
rowed to buy the inactive film 
studio and still put some aside as 
working capital to get the RKO 
cameras rolling again. 

RKO plans to resume the pro- 
duction of feature movies this 
month. The schedule calls for the 
production of 10 films within the 
next six months. 


s Meanwhile, more capital is ex- 
pected to be forthcoming from the 
tv film rights RKO has retained 
for itself. These include rights to 
all RKO movies for General Tele- 
radio’s five owned tv stations and 
first rights for national or net- 
work sale of 150 select films from 
the studio’s library. 

General Teleradio’s film division 
and sales executives of the Mutual 
Broadcasting System (General 
Teleradio is its major stockholder) 
will cooperate in selling these 
films to agencies and/or adver- 
tisers. 

At the moment, there seems lit- 
tle likelihood of the expansion of 
Teleradio’s film division as a re- 
sult of the RKO buy. However, 
Mr. O’Neil has made it clear that 
RKO is very much interested in 
the production and distribution of 
especially-made-for-tv films. RKO 
may rent its facilities to tv pro- 
ducers or may decide to produce 
its own tv shows for national sale. 


Ketchum, MacLeod Names 3 
Ketchum, MacLeod & Grove, 
Pittsburgh, has appointed Ferrell 
Q. Dotson, Clive R. Fisher and 
Charles W. Llewellyn account ex- 
ecutives. Mr. Dotson formerly was 
an advertising department super- 
visor with Swift & Co.; Mr. Fisher 
previously represented Conde Nast 
Publications and Meredith Pub- 
lishing Co., and Mr. Llewellyn 
formerly was an account executive 


products handled, include: 

Sullivan, Stauffer, Colwell & 
Bayles—Bisodol, Infra-Rub. 

Dowd, Redfield & Johnstone— 
new product. 

Grey Advertising—Kolynos. 

McCann-Erickson—Duplexin. 

Lynn Baker Inc.—Jo-Cur Wave- 
set, Heather Rouge. 

Scheideler & Beck-—Hill’s cold 
tablets. 

John F. Murray Advertising— 
Kripten, prini billing for Anacin. 

The Murray agency lists only 
one account, Whitehall Pharmacal, 
in the agency list. 


8 For Biow, this newest loss high- 
lights one of the agency’s most ac- 
tive business periods. In the past 
few weeks, Biow has been divorced 
from Pepsi-Cola and Knickerbock- 
er beer and has wedded itself to 
Schlitz, Lanolin Plus and the Eng- 
lander Co. 

In terms of billings it means the 
agency has, roughly, recouped the 
Pepsi and Ruppert billings in ac- 
quiring the $9,000,000 Schlitz ac- 
count and has added another esti- 
mated $2,250,000 in the other new 
accounts. 

Biow, however, stands to end up 
about $5,000,000 below par when 
Whitehall makes it final exit three 
months hence. 


# Later this week Whitehall an- 
nounced that it would sponsor 
“Quiz Kids” on the. CBS television 
network, starting Jan. 12. The pro- 
gram replaces “Wanted,” a crime 
documentary series also sponsored 
by Whitehall. Anacin will be the 
major product advertised. 


‘Hunting the Best,’ 
Hunt Enters Catsup 


in Style Magazines 


FULLERTON, CAL., Jan. 6—Still 
“hunting the best,” perhaps, Hunt 
Foods Inc. will carry its catsup 
advertising into some new media— 
the style magazines. In the process 
it will employ some new advertis- 
ing techniques. 

Hunt’s 1956 scheduling—placed 
by Young & Rubicam, Hollywood 
—calls for monthly high-style 
pages or spreads in Harper’s Ba- 
zaar and Vogue, all in full color 
and all devoted to catsup. The ini- 
tial ad will be a spread in the 
February (for Vogue, Feb. 1) is- 
sues. 

Judged by the first ad, Hunt’s 
new “prestige” campaign will be 
very high-fashion indeed. The 
kick-off spread features 2 dom- 
inant bottle of Hunt’s catsup in a 
misty field of high-key tableware. 
Colors are subdued—except for the 
bottle—and there are just four 
words: “Hunt... for the best.” 


s According to Whitney Drayton, 
v.p. in charge of advertising, Hunt 
hopes to command greater atten- 
tion from women by the very 
“uniqueness” of being in the style 
magazines. 

For its big-volume general cam- 
paign—featuring both catsup and 
tomato sauce—Hunt also is adding 
a publication, this time in the 
Sunday supplement field. It will 
place full-color ads in American 
Weekly on a 52-time basis. 

Other magazines on Hunt’s 56 
schedule include Better Living, 
Ebony, Everywoman’s Magazine, 
Family Circle, Life, McCall’s, Red- 
book and Woman’s Day. 


Wherry, Baker Elects Barger 
Wherry, Baker & Tilden, Chi- 
cago agency, has elected Harry D. 
Barger a v.p. Mr. Barger joined 
the agency in 1948 as a copywriter 
and was appointed an account ex- 


with Harry M. Miller Inc. 


ecutive in 1949. 
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|THE ADVERTISING MARKET Ptact_| 


Rates: $1.25 per line, minimum charge 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 
$15.50 per column inch, and card discounts, size and frequency apply. 


EES SS PREY EAE LEO OTS ET ETE RR 


HELP WANTED 


$5.00. Cash with order. Figure all cap 


HELP WANTED 


HELP WANTED 


If you can create outstanding sales litera- 
ture for building products and write in- 
spired copy for it, there’s a job with a 
present AND a future waiting for you. 
This is Big Time nationa! stuff! Location: 
Chicago. Details fast, please 

Box 7981, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois | 


ALL 18 GRIST 
which comes to our mill. 
Lila Molene 105 W. Adams St. 
ANdover 3-4424 Chicago 3, Ill. 


ADVERTISING SALESMAN to represent 
important A.B.C. industrial magazines, 
Chicago headquarters, considerable travel. 
Good established billing, big potential for 
right man. Young, hard worker, several 
years similar experience. Salary, bonus, 
expenses. For immediate interview, write 
full particulars. 
Box 7983, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SALESMEN outside of Chicago, w 


of Chicago, with 
agency, industrial & television contacts to 
represent large Chicago Film Studio on an 
exclusive state or territory franchise basis. 
Ideal opportunity with liberal commission, 
full or part-time, for individual now con- 
tacting agencies. Tell us all about yourself. 
Box 7982, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
(EDITOR-ASSISTANT) Fine opportunity 
for imaginative, responsible writer on na- 
tional house magazine. Chicago NW side. 
Man or woman. State experience, present 


salary. 
Box 7984, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

ASSISTANT ADVERTISING MANAGER 
A challenging position in an aggressive, 
“leader-in-it’s field" company in south- 
western Ohio is open to a man with good 
qualifications. Husky company growth has 
made this job available for someone fam- 
iliar with printing processes, copywriting, 
the preparation of 4-color catalogs, dealer 
aids, newspaper mats and mailing lists. We 
want a person who can work easily with 
our sales force, agency, graphic arts sup- 
pliers, and others. A resume of your quali- 
fications, experience, age, salary expected 
and a snapshot will be held in strict con- 


fidence. 
Box . ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPYWRITER WHO CAN WRITE NEWS 
Agcy. wants yg. man, pref. with newspa- 
per exp. to summarize bus. & indust. news 
for several estab. newsletters. gd. opp. 
with future for real writer. Give full info. 
and newswriting exp., refs. Confid. Our 
organization knows of this ad. 
Box 7986, ADVERTISING AGE 
200 F. Ulinois St., Chicago 11, Illinois 


GREAT CHANCE FOR RIGHT MAN 
Exceptional opportunity for a really cre- 
ative copy-contact man, preferably in his 
thirties, to become a group-head with es- 
tablished, growing Chicago agency. Expe- 
rience in or with department stores desir- | 
|} able but not essential. Starting salary to 
match experience 

Box 7995, ADVERTISING AGE 
2°0 E. Illinois St., Chicago 11, Illinois 
WANTED: QUALIFIED PROMOTION- 

COPY WRITER 

Established business paper publishing 
company with three publications has 
opening for promotion man who can take 
an idea and make it live in words. Long 
experience not as important as aptitude | 
and interest. Write giving details of 
experience, etc. Ewing W. Graham, Put- 
man Publishing Company, 111 E. Dela- 
| ware Place, Chicago 11. 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha. 7-1991 Chicago 


if you have GUTS... 
and really want a challenging job in city 
of 40,000 in the real West, can write solid 
copy, produce rough layouts and create 
sell advertising for radio, direct mail, 
newspapers, TV, billboards, trade and 
consumer magazines you may be inter- 
ested in this small agency. We have ex- 
perienced steady, hard-earned, fast growth. 
| INo glamor job, we work every day (‘and/| 
| many nights) to give our clients an hon- 
est dollar’s worth of advertising and pro- 
motion. If you're interested, we offer you 
initially $400-500 per month, quarterly 
bonus and a chance to really show your 
creative ability. If you like to really work 
hard you'll increase your income. . .even 
work into partial ownership. If you feel 
this makes sense contact 
Bill Douglas 

Douglas Advertising Agency 

Rapid City, South Dakota 
P.S. We'll answer all replies. | 
Creative Man for leading point-of-sale 
company—art direct own accounts—incen- 
tive program. Phone for appointment. 
Carter & Galantin, An 3-6546. 
Man or woman with experience in maga- 
zine production and make-up. Ability to 
write, knowledge of engraving and print- 
ing essential. Woodall Publishing Co., 
Trailer Travel Magazine, 121 W. Wacker 
Drive, Fr. 2-9281, Mr. Westberg. | 


BARNARD’'S | 


- NATIONWIDE | 

OFFICE AND PROFESSIONAL 
Investigate our free-lance service. 
| Wa 2-2306 202 S. State St.  Chicago_ 


iF YOU CAN WRITE 


OUTSTANDING, 


HARD-SELLING 


RADIO 
Gory... 


an advertising man's ‘‘dream job"’ with substantial 
salary and security is waiting for you. You must 
know how to write commercials. You should know 
how to sell such things as beer, automobiles, food. 


'f you know print and merchandising so much the 
better. . . . . but, primarily, you must know radio 


copy-writing. 


The Chicago offices of this national multi-city 
agency needs a top man. Don't answer unless 
you are an experienced agency copy-writer al- 
ready earning a five figure salary. 


This job isn't easy. It's difficult and there's plenty 
of pressure. But, if you're the right man. . . it's 
interesting and it’s rewarding. Write all details. 
Our personnel knows of this ad. Your reply will be 
treated with strictest confidence. 


Write Box 652,, ADVERTISING AGE 


200 E. Hlinois St. 


Chicago 11, Ill. 


| Short time! 
fresh motivating 


TOP 4-A AGENCY 

HAS THREE OPPORTUNITIES 
Here's an oppty. that offers good mone- 
tary returns in the future—starting as an 
account executive managerial posi- 
tion later!, 
industrial, consumer. Know all phases, 
advertising, merchandising, & sales pro- 
motion. 35-45. 


We also want a copy man, from another 


Must be sharp copy man— 


| POSITION WANTED | | 


Senior Copywriter; 10 yrs. top agencies;| 
foods, beverages, cosmetics, appliances, 
etc. Excellent client contact; new business 
solicitation. Veteran TV writer-producer. 
| Organizer, self-starter, follower-thru. Best 
of references. 

Box 7978, ADVERTISING AGE | 

200 E. Illinois St., Chicago 11, Dlinois 

EXPERIENCED SPACE SALESMAN 
seeks opportunity with progressive busi- 


Advertising Age, January 9, 1956 


POSITIONS WANTED 


Available. Responsible, matured associate 
editor. Over a decade in weekly business- 

per field. Knows reporting, interview- 
ng, rewriting, features, editing, picture 
stories, production, research—a house 
organs, newsletters, publicity and space 
selling. Wants managing editor post where 
he can capitalize drive, creative imagina- 
tion and know-how. Age 39. Salary $8,000. 

Box 7993, ADVERTISING AGE 


top agency, who wants to be an AE in| ness paper. Excellent business and indus-| 480 Lexington Ave., New York 17, N.Y. 


Must spark ideas & write 
copy—both consumer, 
industrial. 25-35. 

And, a downstate client is looking 
bright young man to fill an oppty 
unlimited. Must write copy, do some- 


for a 


thing other than stick-figure layouts. A! 


working knowledge of merchandising, 


| sales promotion & market analysis help- 


ful. 
become advertising 
of the nation’s largest corporations. 


On Michigan Ave. Write in confidence. 
Our employees know of this adv. Must 
furnish resume, photo, & salary require- 
ments. 
Box 7970, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Public Relations Assistant 

Young woman, 23-30 to serve as an assit- 
ant in the public relations section of a 
large old-line life insurance company. Will 


| be expected to write news stories and 


initiate and carry through miscellaneous 
public relations projects. Good hours and 
vacation privilieges; bright surroundings 
and free waitress served lunches. Selec- 
tion based on background and experience 
- college degree and/or advertising, pub- 
lic relations experience. Beginning salary 
around $3,000. An ideal spot for the gal 
who is tired of constant deadlines and job 
competition. Send full resume of experi- 
ence in confidence. Personnel Department, 
Provident Mutual Life Insurance Company 
of Philadelphia. 4601 Market Street, 
Philadelphia 39, Pa. GRanite 4-7000 
ARTIST, LAYOUT MAN—Growing North 
Central Ohio Agency has opening for 
fast, versatile creative man to round out 
art department. The right man is assured 
an excellent future. Send complete resume 
in confidence with first letter. 
Box 7979, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Assistant to Advertising Manager 
Needs Agricultural Background 


The man we are looking for is 
young (25 to 35), enthusiastic and 
congenial. He should have a work- 
ing knowledge of feed advertising 
— experience in animal heal 
sales and/or advertising will be 
beneficial. He will work as a mem- 
ber of a young and aggressive 
sales and advertising team for a 
company well known in the ani- 
mal health and feed medication 
field. The man he will replace has 
been advanced under the com- 
pany’s executive training program. 
If you are interested in this oppor- 
tunity and want to work, under 
pleasant conditions, for a company 
with a real growth potential, write 
—giving full details in your first 
letter—to: 


Advertising Department 
Hess & Clark, Inc. 
Ashland, Ohio 


| trial background with wide contacts. Out- 
| standing personality & sales record. 
| Imaginative, resourceful, energetic, con- 
| scientious, responsible and a self-starter. 
Box 7987, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
| TREASURER - CONTROLLER 
CHICAGO OR SAN FRANCISCO 
in three major agencies. 


| 
| 


| Experienced 


If . : | Thorough knowledge of agency methods, | = 
experience pmenn | Rye will | procedures, accounting, statements, cost 


accounting, forecasts, personnel and office 
management. Good supervisor. William H. 
Lynch, 2757 Lincolnwood Drive, 
| University 4-8817 Evanston, Illinois 
CREATIVE ART DIRECTOR Visualizor, 
| Strong in Clean Layout Design, Likes 
| Cartooning, Top Nat'l. Acc. 4-A Ag’cy. 
Exp., Age 33, Family Man, $15,000. 
Box 7988, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

BUY NOW-WHILE PRICE IS RIGHT 
| Age 27-4 years Advertising & Sales Pro- 


;motion Manager, house organ editor, 
market research, B. S. in Public Rela- 
| tions. Enjoys public speaking. Has imagi- 
| nation, “Sales-Sense,” rates high with co- 
| workers. Ask them! Phone collect or 


| write: 
| R. E. Worthing Spruce 2-4541 
| 11 Strathmore Rd. S. Portland, Me. 
| Art director-thoro graphic design, produc- 
tion, references; desires comparable posi- 
tion. Box 7990, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Illinois 


Advertising-Marketing Specialist: Out- 
standing record in wide variety consumer | 
|durables to farm and urban markets. | 
| Midwest preferred. Write The Courtney | 
| Co., 6669 Berthold Ave., St. Louis 10, Mo. 
HAVE WAGON—NEED STAR! 
| Young but seasoned copy man seeks to 
hitch wagonload of fresh ideas to rising 
star of agency also going places. 8 yrs. 
solid experience as writer and chief—In- 
dustrial, financial, consumer campaigns. 
Box 7991, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CHRISTMAS SOCK FOR SALE! 
Size 10% long! Brims with creative 
talent. Copywriting, copy supervision, ad 

managerial skills. 9 yrs. knowhow 
fashion, home furnishings, appliance con- 
symer promotions. Owned by sharp young 
woman college grad. Agency, retail boss 
may bargain. 
Box 7992, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ACCOUNT EXECUTIVE OR 
ADVERTISING DIRECTOR 


Here is a man who h ad a complete back- 
ground in Sales Promotion, Display, Adver- 
tising Manager of a nationally recognized con- 
cern, and is current! employed as Account 
Agency, handling in- 
= 


ry x ttlancy open, b 
must compensate for capabilities and assure 
future. 

7 ADVERTISING AGE 
c 


653 
Thicago 11, Illinois 


Box 
200 E. Illinois St. 


SEASONED 
ADVERTISING EXECUTIVE 


Man with extensive national 
experience in all phases of 
sales promotion and training 
at both wholesale and retail 
levels seeks permanent staff 
or field connection with na- 
tional sales organization or 
advertising agency. Box 655, 


ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Ill. 


“Our 45th Year" 


(5) INDUSTRIAL COPY $8,500 
Agy. openings in Chicago and Mid- 
West requires well rounded crea- 
tive 7. FARM COPYWRITER 
soees. ractor, impl., etc. exp. de- 
si 


GLADER CORPORATION 
“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


15 years of proven background in 
originating and supervising adver- 
tising campaigns for highly com- 
petitive markets. Seeks challenging 
responsibility with company alert 
to current merchandising trends. 


His experience encompasses both 
agency and company . . . knows 
customer motivation. Knows how 
to keep best sellers on top. Has 
built contenders into champions. 
Knows how advertising services the 
trade and the men in the field. 


He thinks creatively; translates 
ideas into plans that come alive 
and sell. He is an able merchan- 
diser who can capitalize on adver- 
tising’s impact. He knows how to 
exploit the ad agency’s resources 
. . . how to fit research into mar- 
keting strategy. 
Both leader and team worker .. . 
he contributes that vital stimulating 
drive which inspires selling adver- 
tising. Metropolitan area only. 
Contact: 
Ted Mattucci—Amalfi Personnel 
8 E. 57 — PLaza 1-1490 
New York, N. Y. 


ADVERTISING 


for an Advertising Executive, well versed 
in Class Publication space selling, to 
acquire a 50 per cent stock interest in a 
highly successful, well-established Fra- 
ternal monthly publication, with a paid 
circulation in excess of 47,000. Interested 
buyer write B. Greene, 26888 York Road, 
Huntington Woods, Michigan. 


OPPORTUNITY 


CREATIVE DIRECTOR 

Eleven yrs. agency-studio exp. in layout 
and art direction on all lines. Produce 
complete job and follow through in both 
collateral and space. Desire responsible 
and potential position with established 
manufacturer or advertising agency. 

Box 7989, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES AVAILABLE 
DYNAMIC COMBINATION of - energy, 
know-how and experience offered to pub- 
lisher who can check record for proven 
results by representatives covering pro- 
ductive eastern territory. Publishers dis- 
satisfied with current coverage can count 
on inereased sales from this active com- 
pany with offices in New York and Bos- 
ton. Box 7950, ADVERTISING AGE. 

480 Lexington Ave., New York 17, N.Y. 
BUSINESS OPPORTUNITIES 
SMALL AGENCY 
Let’s pool overhead to increase profit. 
Maintain own identities or merge if ad- 
visable. Use our offices and staff or yours. 
We are a reputable Chicago agency with 
full recognition and high credit standing. 
Let's see if a satisfactory arrangement can 


be made. 
Box 7994, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CHICAGO OFFICE SPACE 


Near North Remodelled Town 
House. Entire Fourth Floor con- 
sisting of Five Offices. Automatic 
Elevator, Air Conditioned. Na- 
tional Sporting Goods Association, 
716 Rush Street. DE 7-3870 


MKT. RES. DIR.: $18-20,000 

Exper. directing marketing re- 
search staffs. Top co. mktg. thru 
ind. & consumer channels. Excell. 
opportunity. 

COPYWRITERS (8) $7-13,000 
Industrial—menswear—hard con- 
sumer goods—medical—pharma- 
ceutical. Co’s. and agcys. 

PUB. RELATIONS $10-13,000 

Indus. publicity and P. R. expr. 
ADV. MGR. — NO FEE 

Expr. in process plant eqpt. New 
position. Estab. co. 

ART DIRECTOR — $10-11,000 
Agency or studio exper. Modern 
design and layout. 

ADV. & P. R. $7-10,000 

P. R. expr. knidge. of adv. Able to 
speak German. 

RADIO & TV DIR. $7-8,500 
Expanding adv. agency. Expr. buy- 
ing time, writing, etc. 

MCHRY. EDITOR $7-8,000 

Knidge machine tools or automa- 
tion, coll. degree, etc. 

JR. ACCOUNT EXEC. $6-7,000 
Knidge medical media. 

P. R. WRITER $5,6,000 

Feature story writing expr. 
AGCY. PROD. $5-6,000 

Agcy.. co. or printing co. exper. 


Call, stop in or send 2 résumés 
in confidence to 
JACK LEWIS 
ACCREDITED 
PERSONNEL SERVICE 


12 S. 12th STREET. PHILA. 7, PA. 
PHONE WaAlnut 2-4460 


CREATIVE INDUSTRIAL 
ACCOUNT EXECUTIVE 
Established Chicago AAAA in- 
dustrial agency has position for 
top-grade account executive with 
sound technical and industrial 
background, capable of conceiving 
and executing complete advertis- 
ing programs. Must be strong on 
copy and creative ideas, and of 
mature judgement. Outstanding 
opportunity for man of ability 

initiative. Send complete de- 
tails and salary expected. 


Box 654, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IIL 


' 
| DOUG SMITH, INC. | 


of Ad men, for Ad men... by an Ad mat 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRenklin 2-3280 
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Advertising Age, January 9, 1956 


Climax Molybdenum Ads Reveal _ 
the Metal Is Also a Useful Chemical 


(Continued from Page 2) |are particularly valuable in the 
fered sales possibilities which Manufacture of moly orange, a 
might ultimately equal in volume Pigment known for its striking 
the element’s demand in the metal-_ Visibility and high covering power. | 
lurgical field. | | 

The market survey showed four ® Other moly chemicals are used | 
principal areas where moly had in catalysts to raise the octane of 
major value. In agriculture, recent gasoline and to remove sulphur | 
experiments in Australia had/from petroleum products. Moly | 
shown that a tiny quantity of ‘sulfide, a characteristically slip-| 
molybdenum in the soil was es-|pery chemical derivative, is an 
sential to crop growth. As little as important lubricant additive for 
1 oz. to the acre, on certain soil | heavy duty greases. 
types, increased crop yields up| The job of developing these non- 
to 1,200%. metallic markets began in 1953. 

In the color field, moly chem- | The fact that almost 100% of the 
icals are used in pigments for chemical market for moly calls for | 
printing inks and paints. They its use as an additive to something 


DIRECT MAIL 
SALES REPRESENTATIVE 


One of the country’s leading direct 
mail companies offers excellent op- 
portunity to man now in direct mail 
or related field. Develop and service 
large-volume business with top na- 
tional advertisers in New York. City 
area. Give co ~~ ay of age, 
cuperienee, and education in first 
letter. Your reply confidential, of 
course. 


Box 620, ADVERTISING AGE 
480 Lexington Ave., N.Y. 17, N.Y. 


The Midwest's ) 

eutstanding placement 

service for Adv. - Art & 
allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 


BIRCH 
i 
Executive 


Placement 
Counselors 


EXPERIENCED LAYOUT 
ARTIST NEEDED 


To work in Kansas City office of 
one of fastest growing advertis- 
ing agencies in midwest. Perma- 
nent position with chance to 
head up department in near fu- 
ture. This agency now doing 
over $4,000,000 billings. We will 
pay your travel expense to see 
us. Write giving full particulars 
to H. Bramble, Biddle Company, 
Bloomington, Illinois. 


WRITER/EDITOR PLUS . 
... with promotional knack to write TO- 
duce external house organ for publisher; 
; turn out _—- 


onderful 
with advertising /publishin 
knows basics of production / 
“ier *——-¥ | 

, Iilinois 


x 657 
om E. Tinois St 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
1867 N. LASALLE. CHICAGO LLUINOIS 


COMMERCIAL 
INDUSTRIAL 


PUBLICITY 
CONVENTION 


ACCOUNT EXECUTIVE AD MANAGER 
HEAVY TV-RADIO EXPERIENCE 
Now with top 4-A Agency, food field 

experience. Available, due to switch 
of leading account, for a ency or 
company. Seasoned administrator 
with proven strong creative ability. 

Box 656 ADVERTISING AGE 

480 Lexington Ave., N.Y. 17, N.Y. 


PHILADELPHIA SALES REP- 
RESENTATIVE—Leading indus- 
trial publisher has immediate 
opening in Philadelphia office for 
qualified sales representative. Ex- 
perience in mechanical, chemical 

troleum fields would be most 
helpful. Our organization knows 
of this advertisement. All replies 
will be held confidential. 
transcript of education, experi- 
a and references in first let- 


ive 


ter. References will not be 
9 without your knowledge 
and permission. 


Box 646 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


else is an unusual factor in the 
marketing picture. 

“In developing our known end 
uses, we almost always go to the 
ultimate customer and sell him the 
idea,” said Dr. Kline. “This is the 
line followed in the advertising 
program, which is a part of the 
program of market development in 
the chemical industries. 

“Another big part of the Climax 
| program has been to develop en- 
tirely new uses for moly chem- 
icals. The initial job obviously 
was to change the attitude of the 
research chemist toward molyb- 
denum as a rare, uninteresting 
metal, and get him to think of it as 
a raw material which could be 
very useful to him,” continued Dr. 
Kline. 


= “It was a kind of adult educa- 
tion program, and that’s the way 
it’s been handled. We had to ac- 
quaint the industrial research 
chemists with the fact that there is 
available a variety of moly chem- 


Moly catalysts are versatiie 


- 
Climak MOL YSOERUM 


a 


POCKET PERIL—The jackknife whose 
picture illustrates this Climax 
Molybdenum ad is more than 
usually versatile, and the versatil- 
ity head leads into a copy block 
stressing the seven reaction types 
in which moly can be used. 


icals, with a variety of interesting 
properties. We have relied more 
heavily on advertising in this and | 
the agricultural program than in| 
any other. 

“We have been dealing with a 
fairly large number of people, 


different laboratories. The group 
of research chemists and engineers 
which might consider new uses for 
moly chemicals probably numbers 
around 10,000. We wanted to 
reach these, rather than top man- 
agement or purchasing agents. And 
we think we have done so rather 
effectively.” 

A series of highly technical bul- 
letins has been distributed by 
mail to the company’s list of indus- 


in the U.S., as well as to college 
chemistry departments and gov- 


pected that an initial list of 1,000 


scattered over the country in many | 


| 


| 


trial chemical research laboratories | 


ernment research labs. It is ex-| 


Moly modifies crystal structures 


tater mat paps Se eahee amt, 
r 


METAL COLOR—Molybdenum orange 
is used in the Thunderbird’s fiesta 
red finish. Asks this two-color ad 
in Chemical Week: “Can you im- 
prove the crystal structures of 
your materials by incorporating a 
molybdate or one of the other 
molybdenum salts?” 


names will eventually grow to a 
total somewhere between 5,000 
and 10,000. 


® However, executives handling 
chemical division promotion real- 
ized that the mailing list alone was 
inadequate for the purposes of ag- 
gressive promotion to industry. In 
June, ’54, journal advertising was | 
started. The aim was to get the 
story across to the much larger | 
numbers—beyond the list of re- 
search laboratories—in the fields 
where the market lay. The most | 
effective approach in the advertis- 
ing copy was found to be the highly 
technical one, and technical copy 
has been used ever since. Every 
advertisement mentions a bulletin, | 
giving readers something to write 
for. Every person writing in also 
receives a list of all of the compa- 
ny’s available bulletins. An effec- | 
tive publicity program is tied in| 
with the promotion, a news release | 
being issued on every bulletin. 


® How the program has operated | 
may be gathered from the fact that 
two years ago, with the program 
just getting started, the chemical 
division received only five inquir- 
ies a month. The figure now is 
averaging 525 a month. In the past 
three years chemical sales have 
doubled, chiefly in the older lines 
—catalysts and lubricants—with 
the others showing much promise. 
Moly chemicals have arrived. 

In the markets referred to, the 


following media are used: Ag-| 


- EVERY PROMOTION 
with Genuine 


The PHOTOMATIC Co. 


53-59 E. Illinois st. 11, Mt, 
Phone ie iisehell 4-300 2 


|al Leaders’ 


ricultural Chemicals, Agricultural | 


& Food Chemistry, Agricultur- 
Digest, American 
|Ink Maker, American Paint Jour- | 
nal, Better Farming Methods, 
Chemical & Engineering News, | 


| Chemical Week, Crops & Soils, In- 
|dustrial & Engineering Chemistry, | 


Petroleum Refiner, Soil Science, | 
and Soil & Water Conservation. | 


‘Butler Research Center | 


Publishes 4th Handbook 

Butler Typo-Design Research 
Center, Mendota, Ill., has pub- 
lished the fourth in a series of | 
handbooks on publication layout, | 
“Double-Spreads in Publication 
Layout.” The booklet discusses the | 
role of double-spread technique in| 
modern-day typography, the prob-| 
lems inherent in this technique and 
the various methods of obtaining | 
distinctive double-spread linkage. | 

First three books in the series 
are “Effective Illustration,” “Head- 
line Design” and “101 Usable Pub- 
lication Layouts.” Copies of the 


87 


brentano’s presents 


A new book edited 


by U.S. publicist No. 1 
Edward L. Bernays 


THE 


ENGINEERING OF 
CONSENT — 


Mr. Bernays and other 53.75) 


experts in the field of 

public relations show you how 
they apply engineering principles 
to win support for an idea, Chap- 
ters by Mr. Bernays, Howard 
Walden Cutler, Sherwood Dodge, 
Nicholas Samstag, Doris Fleisch- 
man Bernays, John Price Jones, 


Benjamin Fine and A. Robert 
Ginsburgh. 


Send check or M. O. to 


brentano’s 


new handbook may be obtained 


86 Fifth Ave., N.Y. * PLaza 7-8600 
from the publisher for $3.75 each. | 586 Fifth Ave ase 


INTERSTATE 
PHOTOGRAPHERS 


ALEXANDER ROBERTS 
GENERAL MANAGER 


ANNOUNCES 


THAT AS OF JANUARY 3, 19856 
THEIR GENERAL OFFICES 
WILL BE LOCATED AT 
675 FIFTH AVENUE 
NEW YORK 22.N.Y. i, 


TELEPHONE MURRAY HILL 8-1880 


. 
j 

TER JANUARY 15. 1956 

OF A NEW MIDWES?, OFFICE 

HIO STREET 


ILLINOJS is 


HIGAN a if 
a \ 
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GUY ZIN 
DISTRICT MA 


nterstate 
photographers 


DIVISION OF INTERSTATE INDUSTRIAL REPORTING SERVICE IreC 


i 


= - ” : “hes 6 ~ ae 
956 : 
ee a 
: ee : a ; 
a Pp 
ew- e ; 
ure ’ 
4 ; ns 
aoe ‘ pl oe 
ere a, 
na- r 
000. 
ey —\ a 2 
= ’ . i ell ge = ms v 
i © his : 
ible on ‘ 
hed j : 
2. ieee ee & Ei eter ore oe { P : 
gy. a 
yen | 
ro- 7 how 2 
lis- | oo 
m- ant eo hae ws meters woes Tos ? 2 
m- ud Bagh antag secongth ; 
os- in coe teneaisiaatlabanaietindite exafibane enee 
z | CLMmaAx moLvensnum co. = ae ’ 
ud- _ 
rs. 2] es é 
ith * 
an PF = 
- Pe 
x Sle 
iz , 
| i ee : 
ae FO e 
<= i\ ¥ , 4" : 
| >= ~ <a P S 
| 4% | 4 a, 
: i 
cations gns; . | : i 
werk on On ' ~ ee ey 
ground . : + so + “a a . iG 4 2 
print — es ? AN 
at oe xa ‘* s 1 § “s 
LE Ll AE ERE SLT ERE NS = im * 
ee | | . ... AND T a 
eT __——___————_ 1 
4 45 
' CHICAGO 11) M4 
a TELEPHONE MI % 
oe as | | ss =f 
tities of 5 to 5 sizes from 
ee x 2 to 40” x 60”. Prompt : 
—~ 65.00 7 Bx 10 t : ¥ : 
| Beats Cost Chart om , : 
: : we" —~ we : 
| So OS 
A oe : ae ri aye ry bh a 
a. Additicnsl $1. Na ee ES. ial ;. 4 
a ct subject. ze “ : A j 
ee | P i ee a \ F ns 
a | 8 
i + 
sei . Rade cae | a ey a as): ge hol Peels . 


NG 


B Local customers (and who isnt?) 
otten need 


a local push 


You can meet LOCAL SITUATIONS faster 
when your agency has a staff on the ground 


1am, 
fog 
= 


sage 


ay 
Ne 
at 


i 


Whether your product sells through supermarkets, appliance stores or 
mil] supply houses, you can bank on the fact that one of these days you'll 
be facing a sales problem, or opportunity, that can be met only with a 
local approach. That’s when you'll value the ability of your CAAN 
advertising agency to supply on-the-spot manpower. 


If you are a food manufacturer, this can mean extra detailing where it 
counts—in such stores as Safeway, Los Angeles; Tradewell, Seattle; 
Acme, Philadelphia; or Kroger, St. Louis. It can mean straight facts 
about competitors’ deals, help in test markets, better sales from your 
advertising. Ask the CAAN member nearest you for details. 


CHICAGO, ILLINOIS 
The Fensholt Advertising 
Agency, Inc. 


DALLAS, TEXAS 
Crook Advertising Agency 


DAYTON, OHIO 
Hugo Wagenseil & Associates Co. 


DENVER, COLORADO 
Harold Walter Clark, Inc. 


FRESNO, CALIFORNIA 
Long Advertising, Inc. 


LOS ANGELES, CALIFORNIA 
Dan B. Miner Company 


MILWAUKEE, WISCONSIN 
Scott, Inc. 


MINNEAPOLIS, MINNESOTA 
Olmsted & Foley 


NEWARK, NEW JERSEY 
Lewin, Williams & Saylor, Inc. 


NEW YORK, NEW YORK 
Lewin, Williams & Saylor, Inc. 


PHILADELPHIA, PENNSYLVANIA 
Arndt, Preston, Chapin, Lamb 
& Keen, Inc. 


PORTLAND, OREGON 
Pacific National Advertising Agency 


4 
5 ADVERTISING AGENCY NETWORK, INC. 
FS 


PROVIDENCE, RHODE ISLAND 
Horton-Noyes Company 


ST. LOUIS, MISSOURI 
Winius-Brandon Company 


SAN FRANCISCO, CALIFORNIA 
Long Advertising, Inc. 


SAN JOSE, CALIFORNIA 
Long Advertising, Inc. 


SEATTLE, WASHINGTON 

Pacific National Advertising Agency 
SPOKANE, WASHINGTON 
Pacific National Advertising Agency 


Canada 


HALIFAX, N. S. 
Foster Advertising Limited 


MONTREAL, QUE. VANCOUVER, B. C. 
Foster Advertising Limited Foster Advertising Limited 


WINNIPEG, MAN. Foster Advertising Limited 


CAAN: 
Local 
Action on a 
Continental 
Scale 


TORONTO, ONT. 
Foster Advertising Limited 
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